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Mickey Mouse Copyright Walt Disney 1930. 





Mr. MICKEY MOUSE, 


THE GREAT SCREEN STAR 


brings you BABY SETS and BUSINESS! 


Basy SETS and Child 
Sets brought to you by that world-famous 
screen star, Mr. Mickey Mouse! You know 
Mickey. The idol of millions of movie fans, 
the delight of millions of children. And you 
know, too, that with the reputation of this 
lively little rodent and the reputation of 
the genuine original 1847 Rogers Bros. 
Silverplate, you have a sales combination of 
rare appeal. 


Right now, Mickey, the great movie mouse, 
is ready to scamper your way with his spark- 
ling, new juvenile sets in 1847 Rogers Bros. 
Silverplate. When he arrives, give him a 
place in the spotlight. In your windows. In 
your store. In your advertising. Write for 
movie slides and newspaper mats so that 
you can tie up with the tremendous local 
interest in Mickey Mouse when it is shown 
at your local theater. 




















There are two assortments of merchandise with Mickey Mouse. 


#146 ASSORTMENT 


7 4—Baby Sets, 2 piece (Spoon & Fork) in Silhou- 
I ‘S| ette,Legacy,Ancestral,Ambassador patterns. 
— 4—Baby Spoons, Bent Handle—Legacy, 

The mark of Ancestral, Ambassador, Anniversary. 


4—Baby Spoons, Short Handle—Silhouette, 


the International 
Silver Company— : 
World's Largest Legacy, Ancestral, Anniversary. 
Silversmiths 12 


#151 ASSORTMENT 
2—Three piece Child’s Sets (Knife H. H., 
Spoon, Fork)—Silhouette and Legacy. 


2—Three piece Child’s Sets (Knife S. H., 


_ Spoon, Fork)—Ancestral and Ambas- 


4 sador. 


1847 ROGERS BROS. Siierplate— 


International Silver Co., Successor, Meriden, Conn. 


The World's Largest Manufacturers of Silverware 





The World's Largest Advertisers of Silverware 


© 1.5. CO. 


1931 
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The rings illustrated are 

18-karat white gold. The 

diamonds are fine blue 
white Wesseltons. 


You've dreamed about these rings, and, now the dream 
has come true, think well before you choose. You must 
know beyond the question of a doubt that the rings you 
choose will be always beautiful—always fine. You will 


be sure,if you choose Rings by Wood, the House of Rings 


S1O0 


Write for a free copy of 
“The Lover's Lament,” 


MODERNES 
I DIR ri and the name of your 


SET ll-$50 nearest Wood jeweler. 


for eighty years. You will find style as smart as your 
bridal gown, exquisite craftsmanship, values that are 
true. Look at the rings in matched designs shown here. 
Youcansee all the newest Wood designs, at reliable jew- 


elers, every where. Be sure you ask for Rings by Wood. 


RINGS 45WOOD 


YY 


J. R. Wood & Sons, Inc., Creators of Fine Rings for 81 Years 
15 Maiden Lane, New York - Paris - Amsterdam - Chicago - Brooklyn 


Wedding Rings - Diamond Rings - Diamond Cirelets - Stone Rings - Signet Rings 
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New Conditions Necessitate New Prices 































bee retail jeweler must i 
awaken to the fact that conditions confronting him today are without : 
parallel in the history of his industry. There is nothing in the experience 
of even our oldest merchants that can be taken as a precedent from which 
he can discover a solution of his present problems. 

It is true the buying power of his customers has been curtailed in the 
past, but never has the selling price of his merchandise on hand depreciated 
to the extent that he now finds it. To do any business today, he must have 
the new merchandise that his customers want, but the new and lower values 
of this merchandise compete with the old so strongly as to necessitate a re- 
arrangement of the prices of almost his whole stock. 


alle: SUMMA alla ies 


For the first time in years, the intrinsic value of the raw materials of 
his merchandise has dropped tremendously. Silver has dropped to around 
30 cents an ounce. Platinum has sold at around the price of fine gold. The 
value of certain kinds of small diamonds has dropped appreciably, due to 
the competition with distressed goods now on the market. The result is that 
the retailer can buy many lines of silver and of platinum jewelry at prices 
far below that at which the bulk of his stock was purchased. Silver plate, 


Fe Sa ee 


f irrespective of its old selling price, has been reduced in value and must 
P now be sold at prices proportionately lower than the new values of sterling 
r ware. Gold alone of the basic materials, as well as the finer qualities and 


larger sizes of diamonds and fine gems maintain a stable market value. 


‘Pe real merchant must 
take a new inventory of his stock at its replacement value today and reprice 
his merchandise on this new basis if he is to compete with his keen rivals 
in business or even those less enterprising dealers who have purchased their 
stock under the new conditions. Come of the oldest and most conservative 
retail establishments in the busines. have not only reduced prices right 
through their stock but have promine. tly advertised this fact for the first 
time in their history. A few houses ha\ « made drastic reductions in their 
. very expensive and exclusive merchandis: but whether this will prove 

profitable in the long run is a question that . :ne alone can answer. 
The public now knows of the reduced cost c: »latinum, silver and other 
l. lines that the jeweler carries. They know that i: uch distressed merchan- 
dise is on the market, and the advertisements ot . -ominent houses have 
made them realize they can not only get all kinds o: :ommercial jewelry 
at lower prices, but get it backed by the guarantee ot some of the finest 
and most reputable establishments in the business. 


W. can no longer shut 


our eyes to these conditions and must give them full consideration and must 
base all our present plans for sales promotion to the consumer upon this , 
new setup. ‘The man who will not do this must expect to fall behind the : 
procession immediately. 
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As bright as one of 
its jewels,” aptly describes the new home of Donavan & 
Seamans Co., in the Athletic Club building, 435 W. 
Seventh St., Los Angeles, Cal. The new home of this 
37-year-old concern is arranged so that all units of jewelry 
are related and conjoined to give a maximum of efficiency, 
comfort, service and satisfaction, to the many patrons of 
this store. 

Looking around for the most acceptable site for its 
business, the Los Angeles Athletic Club building offered 
the most promising future as it is situated in the center of 
the best shopping district of the city. Here has been set 
up the most refined, dignified and ornate store of the 
company’s career. 

“Our motto,” remarked J. G. Donavan, president of 
the company, “has been and always will be: “Treat every 
person who comes into our establishment, whether to buy, 
look around, or to satisfy curiosity, with just the same 
courtesy—but we are not obsequious. We are painstaking 
but not impetuous; and, above all, we show the best 
values at prices consistent with good business acumen.’ ” 

“We have definite ideas about the arrangement of our 
departments. These have been developed in harmony with 
what we have learned by experience with our patrons, 


The tendency of store traffic and buying con- 
veniences of their customers played an im- 
portant part in the planning of the new stcre 
of Donavan & Seamans Co., Los Angeles, Cal. 
The arrangement of the various departments 
was developed from actual contact and ex- 
perience with many of their patrons. 


many of whom have made our house their center for 
jewelry and other luxuries for a considerable number of 
years. They are exacting as to quality and mode but are 
willing to be guided by a salesman of knowledge and 
judgment. Hence we use only the most expert of aids in 
our establishment. 

“As we have quite a number of our dependable cus- 
tomers who frequent our gem department, we planned to 
keep this fact in the foreground when we observed the 
trend of business in Los Angeles was tending to swing 
out W. Seventh St. An easily accessible location and 
plenty of light were two of the main requirements we 
knew we would have to consider. Fortunately, we found 
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“We treat every person who comes into our estab- 

lishment whether to buy, look around, or satisfy a 

curiosity with every courtesy. Above all we show 

the best values at prices consistent with good busi- 

ness acumen,” said ]. G. Donavan, president of the 
company. 


that we could get a site in the Athletic Club building, 
situated in the very heart of the exclusive retail shopping 
district. 

“In arranging our departments, we selected the front 
of the store for our diamond and other gemmed jewelry 
as it is easier of access and has plenty of daylight, which 
permits of more accurate and natural display of such 
merchandise than artificial light. 

“The silverware, another important department of 
the house, had to be cared for. We knew our regular 
patrons like to ‘shop’ leisurely so a section of the store was 
set off into a room by itself where a customer could be 
seated and take his or her time to select the articles de- 
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sired. Mind you—we lead our customers to buy what 
they want. We do not try to sell them what we wish to 
unload. In this special silver room is also displayed cut 
glass, crystal and other delicate chinaware. 

Mr. Donavan stated that while the company enjoyed 
the patronage of many of the Hollywood picture colony, 
there was no attempt made to follow their notions as to 
style or quality. “We go ahead in the selection of our 
stocks to obtain what we believe will suit the tastes of 
our numerous patrons and that of newcomers, and at the 
same time be of recognized mode and dependableness,” is 
Mr. Donavan’s explanation. ‘We, of course, aim to 
draw what trade we can from Hollywood but our busi- 
ness is with Los Angeles, as a whole, and not with any 
particular section or district.” 


d 

"Tee present site is particularly 
accessible to those needing high class leather goods, sta- 
tionery, and such articles,” Mr. Donavan continued, “but 
we do not pay more attention to these units than to our 
other stocks. We arrange all of our goods in the most 
attractive manner possible, as you can see by our numer- 
ous showcases, display cabinets and table exhibitions. We 
are continually changing our displays so that we present 


(Turn to page 83) 








\ 1) 
NN 


| 


| 





























+ + BROADCASTS BRING MORE 


The Grogan Building stands at 
the corner of Wood St. and Sixth Ave., Pittsburgh, Pa., 
in which is located the Grogan Co., jeweler and silver- 
smith, founded in 1839. 

This firm has established in Pittsburgh a reputation 
for worth and quality, a record of dealing only with the 
best “Honest as the Hall Mark of an Old English Silver- 
smith is the character of all wares in the Grogan Gal- 
leries” reads a selection from one of its newspaper adver- 
tisements. 

A year ago in May the Grogan Co. started its series 
of radio programs now being broadcast every Sunday 
evening from 7.30, to 8 o’clock over station KDKA and 
for which the contract has been renewed for another 
year. How did the Grogan Co. happen to start radio 
advertising, what has it done, and what have been the 
results? 

In the Grogan Galleries you find an atmosphere of 
courtesy, art and beauty, beautiful surroundings and fine 
wares. In the silver salon, like a bit of London in the 
heart of Pittsburgh, is the mellow atmosphere of the old 
English silversmiths and fine hand-wrought silver. 

In the private office of Francis A. Keating, president 
of the firm, we asked him the question, “How did you get 
started in your radio advertising. What were the im- 


Ad 











The story of how The Grogan Co., Pittsburgh, Pa., 
used broadcast advertising effectively is interesting- 
ly told by Francis A. Keating, president of the firm. 
The results, program appeal, difficulties and advan- 
tages upon which a jeweler can capitalize makes 
profitable reading. This form of advertising was 
sufficiently successful for the concern to renew its 
contract for another year. 








pulses that determined your decision to go into this form 
of publicity?” 

“T admit being skeptical when the subject of radio ad- 
vertising was broached,” said Mr. Keating, I thought of 
the radio at that time as something to sell tooth paste 
and bread. It was hard to associate it with a business as 
fine as we try to make this. Our advertising agency had 
brought the idea to me. I thought about it for a good 
many days and nights. We talked it over. I advanced 
all the arguments I could think of against it, and they 
argued for it. We finally decided that if done in a 
dignified and appropriate way, advertising by radio would 
attract the attention of intelligent people to our store. 
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CUSTOMERS—BETTER BUSINESS 


dd 
W. chose programs to 


combine music and talk. The music was not to be light, 
frivolous, and cheap. There has been advertising that has 
used very common music and songs, together with flip- 
pant and ordinary description of goods, employed on the 


t Ape Their treat t th : radio by certain manufacturers and merchants to reach 
store as visitors. es ee Ome the masses. Considering the type of our store and the 


dered in the store and their interest in the merchan- people we hoped to reach, only the finest kind of program 

dise has made many of them customers.” must be produced. We finally arrived at the decision to 
use organ music. Sometimes the music must be grand 
and operatic, sometimes melodious with the grace of 
Victor Herbert and Percy Grainger, to fit the continuity 















































Regarding the success of the radio advertising, 
Mr. Keating said: “As to results, we have succeeded 
in making many friends and getting people into the 











“By radio we hope to reach new people, to extend our or subject of the talk. 
clientele by telling them about our ideals, our store, and “We found that we had a wealth of wonderful things 
particularly about our moderately priced articles. to talk about on the radio. Subjects that tell about the 
“After we decided that radio’advertising of’the right store, about the merchandise and where it comes from,’ 
kind would be advantageous, we had to lay out plans for steps in the making of merchandise, tales of the search 
an appropriate program. And we think that so far we for precious stones and the mining of precious metals. 
have had programs worthy of our merchandise and our We could talk, too, about man’s long pursuit of art and 
aims, which have always been, within the best of our beauty, about the very real value of surrounding yourself 
abilities, of the highest type. There are no imitations with beautiful and fine things. I will show you some of 
in our, Galleries. Cheaper articles, of course, are made. our continuities and you can see what we have done with 
But they do not in any Way measure up to our standards these ideas. 
for enduring quality, superior workmanship, and fine “After our introductory program, May 7, 1930, we 
design. (Turn to page 113) 
THE JEWELERS’ CIRCULAR 45 






for June, 1931 


Bride and Graduate— 


Irrespective of business conditions, every year at this 
season graduations and weddings are counted on to sell 
extra and varied merchandise. 


The purchase of wedding presents is largely a matter 
of habit unless the salesman interests himself and promotes 
new or different articles. The steak set, the mantel clock, 
dinner plates or the glass vase are gifts that every one 
selects and clerks subconsciously reach for what they know 
is salable merchandise. 


There are many ways to present groups of merchandise. 
Three pieces of a silver set may be shown together, or 
earrings, a shoulder pin, a necklace and a dress buckle. 
Half a dozen glasses in two different patterns with a 
lemonade or water pitcher may be used. There are many 
groupings of merchandise that will be appropriate. 


Gift tables with lighted candles often attract attention 
to china or glassware while a spotlighted table attracts 
a buyer’s attention to miscellaneous merchandise. A light, 


. Silver service and tray. 

. Necklace of rose quartz and gold with rondels of cut crystal. 

. China service with square and round plates. 

. Mesh bag—Top and chain in gold with black and green enamel. 

. Shower earrings—crystal and sterling. 

. Bracelet—crystal and sterling. 

. Earrings—crystal and gold. 

, oa set—blue enamel with pastel colors—(Rose Marie pat- 
tern). 


. Crystal necklace which may be worn with ends looped over at 
back—to be worn with evening gown low cut at back. 


. Glassware which reflects the new vogue. 
. Platinum and diamonds wrist watch. 
. Fifteen jewel—14-K. white gold wrist watch. 


1 
2 
3 
4 
5 
6 
7 
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What Gifts for Them? 


airy window with a suggestion card often brings in un- 
looked-for results, especially when accompanied with a 
lace veil, a cluster of flowers or other suitable suggestions. 
A gold and white card with a toast to the bride often at- 
tracts consumer interest. 


The graduation present must be handled in a more 
dramatic way. The cap and gown carelessly displayed 
with the accompanying diploma and books, necklaces, 
bracelets, shoe buckles, a desk set, a clock or writing set 
and a suitable watch with the card “Graduation,” will 
carry out the idea. 


In the smaller towns the high school class photograph 
or the photograph of the girl who will read the valedictory, 
may be used for window interest. Displayed in a large 
silver frame these photographs always bring comment. 


The many possibilities of these two occasions should be 
capitalized in the newspapers and over the radio to keep 
alive interest in these events. 


. Mantel clock for study. 

. Cigarette case (casual). 

. Earrings—rose quartz and silver. 

. Pearl ring for bridge wear. 

. Pen and pencil study set. 

. Pearl necklace. 

. Desk set for study. 

. Watch—15-jewel—14-K. white gold. 

. Compact for daytime. 

. Cut glass bottles, colored enamel tops and gold trim. 

. Bracelet-—cut crystal and sterling links with crystal charm. 
. Daytime bag of black antelope. 

. Necklace—chalcedony and sterling silver. Rondel detail. 
. Clip of cut crystal. 
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THROUGH 100 YEARS 














The new home of Lemon & Son, Inc., with 

its front of modern simplicity. An entire 

window is devoted to silverware which is 
emphasized throughout the store. 


Some unique methods of exploiting silverware, 
as well as unusual selling slants as employed 
by this firm, are fully explained in this article. 
How they capture the silver sales created by 
weddings is told by a member of the firm. 








It’s refreshing to find a great family of jewelers 
carrying on for over a century, who from the 
beginning have established high standards of 
business practice, which have largely con- 
tributed to the success of the firm. 


Most encouraging is their alertness to keep 

pace with modern methods of merchandising 

and in throwing off the shackles of obsolete 
trade traditions. 








This is one occasion where 
no stretch of the imagination is necessary to visualize 
that 102 years in service to silverware in one community 
by a jewelry firm is an achievement that few firms in 
any trade can boast. 

During this period of over a century in Louisville, Ky., 
direct descendants of James I. Lemon who founded the 
business in that city have continued the jewelry busi- 
ness, and in 1930 opened the new and modern store of 
Lemon & Son, Inc., which devotes a great portion of its 
space to the merchandising of silverware. 

In an announcement regarding its new store the com- 
pany said: “For over 100 years we have not only sur- 
vived but have kept pace with Louisville’s phenomenal 
growth, thereby clearly proving the inherent merit of our 
methods. We always avoid any practice that savors of 
misrepresentation or exaggeration either by word or in- 
ference. Now, having started in our second century, 
our pledge remains equally simple and direct. The same 
ideals that inspired the founder of Lemon & Son will 
continue to guide it. Whatever claims we may have to 
the patronage of exacting buyers will continue to be 
based on the same sound methods as established by the 
founder.” 

This new store has a new method of merchandising 
silverware, which it believes is different. In the Lemon 
& Son store, the second floor, 90 by 40 feet, except for 
a small section used by the accounting department, is 
given over to silverware displays, in which modern sil- 
verware is shown on all antique, English made and im- 
ported tables, sideboards, or buffets, serving tables, etc. 

Every bit of furniture used in the department is true 
English antique, imported by the Lemon Silver Galleries 
division of Lemon & Son. All silverware shown in the 
department is American made, and modern. 

The large room, 40 feet wide, is partly divided by a 
center wall, with two large openings, connecting what 
is really two rooms of 20 feet width each. In this sec- 
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OF SILVER SELLING 


tion are five large dining room tables and some smaller 
ones, all in mahogany, or dark hues. Each table is used 
for a display of silverware, to show how it would ap- 
pear as laid out in the home. Silverware is shown in 
both plate and sterling, and represents products of many 
of the best silversmiths in America. 

This department was decided upon when the company 
leased its present store. In order to secure the ground 
floor, it was necessary that it take the basement, which 
was needed, and space on the second floor, over its own 
store, as well as an adjoining one, which had been leased 
to previous holders as one piece. The thought struck 
the management that a real silverware display room 
would be of advantage in showing the large purchaser 
complete sets of silverware, as it would appear in proper 
table settings. 

The person coming in to purchase from $5 to $20 of 

(Turn to page 103) 








Right—Two of the silver tables in the second 
floor salesroom where attention in concen- 
trated on selling silver. 


Below—View of the ground floor of the store 
showing jewelry cases and silver in side wall 
cases. 
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TELEGRAM 


CC 182 39 NL-SI NEW YORK NY 8 
OLD VETERAN- 


BE A GOOD FELLOW OLD VET AND 
DROP IN ON A FEW OF YOUR 
JEWELER FRIENDS SOME DAY 
THIS WEEK STOP FIND WHAT 
EFFORTS THEY ARE MAKING TO 
DEVELOP JUNE WEDDING GIFT 
BUSINESS STOP GREAT OPPOR- 
TUNITY THERE FOR JEWELER 


THE EDITOR 














i Bay : 
Vag 





Bains Mer. Editor: 


I’ll confess I had forgotten that June and its weddings 
are just around the corner. But I find I’m not the 
only one. 

Honestly you would hardly believe it but when I 
dropped in on my old jewelry buddies today the total 
efforts being made by most of them on June wedding 
gift business could be summed up in one word— 
NOTHING. 

Then right when I was getting discouraged I ran 
into young Jim Eagan just bubbling over with new ideas 
on the subject, facts every jeweler should realize. He 
told me that the . . . But maybe I had better begin 
back at the beginning. 

The first jeweler I visited read your wire and shook 
his head. “There isn’t a thing you can say, not a 
thing,” he gloomed. ‘There isn’t any wedding gift busi- 
ness any more because there aren’t any weddings. In 
fact there isn’t any business whatever.” 

The next one was, to say the least, more explicit. 
“T’ll explain the real situation to you, Old Vet,” he 
volunteered. “Couples can’t afford weddings any more; 
elopements are cheaper and more spicy. No formal cere- 
mony, just a couple of catch questions by the justice of 
the peace, and the knot is tied—loosely. 





50 





JUNE—The 








“So | keep a calendar in which | record weddings 
and birthdays. It takes tact to handle such 
things, but if properly done people appreciate 
being reminded at exactly the right time that 
someone is expecting a gift from them on a 
certain date. That is real service.” 














“Friends are not invited, so gifts are not expected. 
Even the relatives feel under little obligations, for family 
life has sadly disintegrated. “The young couple openly 
boast of their ‘independence.’ Give them a flivver and 
a roof and they are eager to start life without being ‘set 
up in housekeeping’ by their families. 
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By 
MURRAY C. FRENCH 


“These hasty marriages don’t mean a thing to the 
jewelry business beyond an installment wedding ring.” 

And the third buddy I visited emptied my enthusiasm 
by adding: “Of course if any of them should happen to 
want anything in the jewelry line they’ll come in for it 
anyhow without my running after them.” 


S. I was pretty low 
when I drifted into Jim Eagan’s and told my story. 
“Those fellows are just eight months behind the times, 
Old Vet,” Jim assured me. “A profound change has 
come over our national thinking during that time, of vital 
importance to the jewelry industry. 

“Vital because it has changed the nation’s attitude 
toward marriage, wedding gifts, and jewelry in general. 
The jeweler must therefore adjust his actions and ideas 
to conform. 

“Follow me closely now Old Vet. The war inspired 
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Wedding March of Profits 











“Everyone in our store brushes up on wedding 

technique and etiquette. You would be surprised, 

Old Vet, how people appreciate authoritative 
confidential pointers on those little details.” 











a pronounced take-a-chance spirit in everyone. Conven- 
tionalities were discarded, formalities overlooked. Dur- 
ing the years that followed people revelled in light 
thinking. 

“The take-a-chance attitude found outlet in aviation 
stunts, jazz, night clubs, bobbed hair, short skirts, 
cigarettes, speed—not that I am condemning those things, 
just recounting facts. 

“Hasty, dare-devil marriages were the most serious 
form in which the take-a-chance complex showed itself. 
Then came the business shock of 1929. For a few 
months the momentum of happy-go-lucky thinking car- 
ried itself over into 1930. 

“Then a change. Grim necessity forced us all to be- 


(Turn to page 75) 








Why Not Advertise 


ETAIL jewelers as a class have 
never been leaders in advertis- 
ing, but a glance through the daily 
papers and magazines at the present 
time would indicate that they are do- 
ing less in this respect proportionate- 
ly than ever before. ‘True, certain 
of the newspapers carry some jewelry 
ads, but if we were to eliminate 
those of the credit stores the amount 
of advertising of the retail jewelers 
would be practically negligible. Here 
and there the advertisement of an en- 
terprising jeweler stands out promi- 
nently, but as an industry, advertising 
consciousness seems to be almost ab- 
sent. 

Commenting on this subject, an ex- 
pert asks us if this was the reason for 
the big drop in the jewelry business 
today. To this we can conscientious- 
ly answer: “No.” It is not the rea- 
son for the drop in business, but it 
may be a reason why the retail jewel- 
ry business is not coming back to the 
extent that merchants in some other 
lines enjoy. 

To do business today the merchant 
must learn what his customers will 
buy and then let them know that he 
has it. The best selected stock is of 
little use to you unless your customers 
know where they can get it. Your 
show windows may help to put over 
this message, but the big factor is 
printers ink. Until the jeweler un- 
derstands this, he will not get the 
business that is rightfully his. 





Put Jewelry Reference 


Works in Public Libraries 


OR years we have urged retail 

jewelers to put in a reference li- 
brary upon the subject of gems, jewel- 
ry, watches, silverware, etc., that they 
and their clerks may keep well 
grounded as experts, and always be 
in a position to make an intelligent 
sales appeal to customers, particular- 
ly in handling fine merchandise 





whose qualities require intelligent ex- 
planation. 

We are glad to say the response to 
these appeals has been general, and 
as a result we are constantly supply- 
ing information and books on jewelry 
subjects of all kinds, to merchants in 
every section of the land. However, 
there is one thing that every jeweler 
can do to help himself, his clerks and 
his brother merchants in this line 
with little or no expense. This is to 
see that his local library carries some 
of the standard authoritative works 
on gems and similar subjects. In this 
he should have the backing of his 
brother merchants, for the reading 
of such works can help our industry 
greatly, not only by educating the 
young people who are going into the 
jewelry business but also by increas- 
ing public interest in the products 
which the jeweler handles. 

Some jewelers have already ob- 
tained cooperation from their local 
libraries getting on their shelves 
many standard works on gems and 
silver and there is no doubt others 
can do the same. THE JEWELERS’ Cir- 
LAR is now supplying lists of recom- 


A QUESTION ANSWERED 


Can you in any way check 
up the effect of advertising 
as it plays its part in the de- 
termination of the cycles 
which mark the business 
pulse? 

—Those concerns that re- 
duced their advertising ex- 
penditures in 1930 from 15 
to 100 per cent showed an 
average loss in net profits 
of 41.2 per cent; those that 
reduced by less than 15 per 
cent, an average loss of 
13.2 per cent; those that 
increased expenditures, an 
average loss of 9.6percent. 


—Which means? 

—That practical advertising 
should never be considered 
an expense, but rather an 
investment. 


EVERIT B. TERHUNE 
President 
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mended works to several libraries and 
will be glad to do this for any local 
libraries that will indicate the amount 
of the appropriation that they have 
for such purpose. 


Smaller Stocks, 
Better Selected 


HIS is the time when a well- 

selected stock is absolutely nec- 
essary for the success of the retail 
jeweler. He must know what his 
customers will buy and then have this 
merchandise in his show cases or on 
his shelves. 

But a properly selected stock does 
not in any way mean a large stock. 
In fact, to use the words of George 
A. Brock in his article in the April 
number of the ANRJA Bulletin, “It 
is quite possible by careful selection, 
frequent fill-in purchases now called 
hand-to-mouth buying, to reduce your 
stocks of merchandise by 20 per cent.” 

Mr. Brock, who is one of the out- 
standing and successful retail jewel- 
ers of the country, goes on to give 
this good advice: 


“Let us analyze the speed-up-in 
‘turn-over.’ This will make possible 
the saving in interest, insurance, taxes 
and numerous less direct savings. 

“Estimate the cash discounts to be 
secured if 20 per cent of your stock 
of merchandise was turned into cash. 
How much more comfortable you would 
feel if your liabilities were reduced by 
20 per cent and one-fifth of your in- 
ventory assets were turned into actual 
cash assets. 

“Keep in mind that merchandise does 
not render a profit until converted into 
cash, and is only a questionable asset 
while on the shelves. 

“There have been many cases where 
20 per cent of a jeweler’s stock con- 
verted into spot cash would have 
avoided bankruptcy. 

‘The great business depression has 
been a valuable lesson to all of us; 
the opportunity is right at hand, and 
January, 1933, should find our stocks 
of merchandise reduced one-fifth under 
the inventory of January, 1931.” 


Let the retailer’s slogan for the 
present year be “Smaller stocks, better 
selected.” 
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Survey of the Wholesale 
Jewelry Trade 


HE important information that 

is coming from the surveys by the 
Department of Commerce, (of the 
retail jewelry business instigated by 
the American National Retail Jewel- 
ers Association and the manufacturing 
jewelry business instigated by the 
New England Manufacturing Jewel- 
ers and Silversmiths Association) are 
deeply appreciated by those studying 
the basic drifts of our industry. This 
information will be made much more 
valuable now that the National 
Wholesale Jewelry Trade Association 
has induced the Department of Com- 
merce to survey the wholesale field. 
The new questionnaire now being 
received by the wholesale distributors 
of the industry will not only 
supplement those obtained in man- 
ufacturing and retail lines but 
will tend to give a picture of the 
whole jewelry industry and the trends 
in our three great divisions. 

The wholesale jeweler receiving 
this questionnaire should consider it 
not only a duty but a privilege to 
answer the questions as completely as 
possible for he can rest assured that 
the information he gives about his 
business will in no way be divulged 
to competitor or customer; the fig- 
ures will be used only in obtaining 
totals that will throw light on the 
condition of the wholesale trade of 
his section or of the country in gen- 
eral. In giving this information he is 
aiding his association and his indus- 
try to obtain necessary facts on which 
we can base future business policies. 


The wholesaler who ignores this 
questionnaire or does not cooperate 
with the Department of Commerce 
to the fullest extent in giving the in- 
formation is hurting himself and hin- 
dering his brother distributors in ob- 
taining the results which our industry 
needs. The more fully and more 
generally the questionnaire is an- 
swered, the more valuable will the 
total result be. 
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June the Month of Opportunities 


Ci Stage Uillee 


Editor. 











Authentic Birth Stones 


HE popularity of birth month 

stones has meant much business 
to the jewelry trade in the past and 
will mean more in the future. But 
the maximum business cannot be ob- 
tained until the public is assured that 
the birthstone is not an arbitrary se- 
lection by the jeweler for commercial 
purposes, but the choice is one 
founded on tradition, zodiacal sig- 
nificance or sentimental association. 
The jeweler’s strength lies in having 
uniform birthstone lists used through- 
out the land. 

It was for this reason that the list 
of the American National Retail 
Jewelers Association was adopted 
nearly 20 years ago and though used 
by most jewelers today, it is not used 
by all. A few large dealers will not 
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accept the selection made for some 
months as entirely authoritative. One 
of the weak spots of this list is in the 
pearl, the birthstone for June, as none 
of the lists of the ancient races or 
nations have designated the pearl for 
this or any other month; nor is the au- 
thority on which the committee of the 
A. N. R. J. A. based its selection 
known to us at the present time. 

No more important work can be 
done by the retail jewelers of the 
country through their state and na- 
tional associations than to prepare a 
birthstone list which every jeweler in 
this country and possibly Canada 
would accept as authoritative and we 
think this list would show very few 
changes in the one already used 
by most of our merchants. In any 
case, the merchant should have ample 
authority behind any list of birth- 
stones he recommends. 





“JINX” DAY 


Denton? Not W. M. McConahay, 


prominent Salt Lake City, Utah, jeweler. On the con- 
trary he considers Friday the thirteenth as his lucky 
day! 

Why not take advantage of the old superstitions about 
Fridays which fall on the thirteenth of the month, rea- 
soned Mr. McConahay when the plan of a “Jinx”’ sale 
first began to evolve in his mind. Of course there were 
hundreds of people in the city who would absolutely 
refuse to invest one penny in diamonds or other precious 
jewels on the unlucky Friday. But they might be in- 
fluenced to buy items they wouldn’t ordinarily purchase 
if the proper inducement was made. 

Eight years ago Mr. McConahay first introduced the 
public to “Jinx” Day sales. His latest “Jinx” Day sale, 
on Feb. 13, 1931, he realized better than 320 sales of 
merchandise in a wide range of prices, with the average 
sale amounting to $2.50. 

“The sales make a good day out of a dull one and 
in addition they enable us to clean out all old stock,” 
stated Mr. McConahay in discussing the “Jinx” sales 
which other jewelers over the country have since 
adopted. “On this day we gather together all of the 
obsolete articles and old merchandise we have in the store 
as well as old stock supplied by some of the other jewelers 
in the city. The merchandise is then priced, some at 


ALE SPEEDS 


““ 


cost, some below cost, and cther articles at a reasonable 
Siscount.” 
Mr. McConahay, in recent years, has found his stock 


} devoid of suitable “Jinx” Day merchandise and _ has 


found it necessary on occasions to rummage through the 
stock of wholesale jewelers for appropriate sale offerings. 

The interesting feature about “Jinx” sales is that they 
do not occur at any regular period or in any set number 
throughout the year. Some years are possessed of three 
unlucky days according to calendar months and super- 
stitious people. Other years have only two dates on 
which the 13th of the month falls on Friday. Again a 
year will be skipped in which Friday thirteenths ap- 
pear, which gives the jeweler a chance to recover from 
his previous sales and to store up another volume of 
old stock, for old stock it must be on all of these sales. 

“We always tell the customers that they are getting 
shop-worn and obsolete merchandise, giving them the sale 
price along with the regular price or the rate of dis- 
count. It isn’t our intention to make the public believe it 
is getting new merchandise at one day special prices. 
For example. And old 16-size watch is practically with- 


This crowd in front of the store indicates that Friday 
the thirteenth holds no superstition for those who 
are seeking jewelry values. 
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Better ion 320 he were eae by W. M. 
McConahay, jeweler of Salt Lake City, Utah, who 
conducts a ‘‘Jinx” Day Sale on every Friday the 
thirteenth. Customers are advised that the mer- 
chandise offered is not new, but the accumulation 
of slow-moving articles. In this story the plan and 
details of this Successful sales event are revealed. 








out sale value at the present time. No one would walk 
in and ask for that type ot watch out of a clear sky. 
Yet, the watch makes an ideal “Jinx’’ Day item and 
the street car conductor or trainman who wants a re- 
liable but not stylish time-piece will invariably come in 
for it when it is offered on this day. 

“If we let the man take it without informing him 
that this was an article from our old stock he might be 
under the impression that we were behind the times and 
that the watch was a representation of our up-to-date- 
ness. 


4d 
—_ of silverware, 
brooches, scarf pins also included in the sale may be out 
of date too, but there is always someone who will buy 
them.” 

Mr. McConahay declares that the jeweler can sell 
anything, however old-fashioned, on these “Jinx’’ sales 
if he will just admit that the merchandise is old stock. 

“Jinx”? Days are looked forward to by some of Mc- 
Conahay’s customers ofttimes for an entire year in ad- 
vance. ‘“Well,” some of his patrons say at the begin- 
ning of a new year, “You'll have a chance for three 
Jinx Sales this year! They even count them up for me!” 

So does Mr. McConahay count them up a year in 
advance and three months before an unlucky Friday he 
begins advertising. Small cards cut business size are dis- 
tributed with the announcement of the coming sale 
printed on them. “McConahay’s ‘Jinx’ Day sale Fri- 
day, Feb. 13th,” read the cards printed in 24 and 32- 
point, heavy black type. 

Being issued 90 days before such an event the recipient 
naturally goes immediately to a calendar to verify the 
date which has come to mean “bad luck” for most every- 
one but those who take advantage of jewelery bargains 
at McConahay’s. 

The cards are handed out over the counter. Issuing 
approximately 40 a day during the interim until the 
sale, more than 3000 people can be prepared for the 
approaching event. 

One year the jeweler pinned a thumb tack through 
the corner of each small card and instructed the cus- 
tomers to tack the card near their telephones. This they 
actually did, he found. 

A day or two before the sale Mr. McConahay runs 
an advertisement in each one of the local papers to an- 

(Turn to page 81) 
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Window cards, honestly describing merchandise, 
used in promoting interest in the sale. 








Wedding 


The grading up of standards of 
home life makes the American wage 
earner desirous of earning more so 
that he can buy more. These beau- 
tifully set tables are symbolic of pres- 
ent day standards and of the desire 
of every progressive woman to be able 
to entertain in similar fashion. Fine 
linen has taken the place of the oil- 
cloth table covering, and the gleam 
of silver and glassware delights the 
modern hostess and offers opportun- 
ity for expression of her artistic taste. 
To meet this desire requires greater 
earning power and urges her husband 
to greater effort. 























Photos Courtesy of B. Altman & Co., New York 





The romantic appeal of the June 
bride is exemplified in this charming 
bridal dinner table. Your window can 
tell the age-old story by showing a 
table with a wedding cake, such as the 
one illustrated above, with two places 

set for dinner. 


S$) 


The bridesmaid’s table will always 
appeal, also, if for no other reason than 
that there are always more maids than 
brides at the present day fashionable 
wedding. But don’t forget—the maids 
of today are the brides of tomorrow! 








Tables 


A recent check-up of 500 newly- 
weds in America’s wage earning group 
showed that 485 were starting married 
life with some set of silverware. In- 
crease this desire by showing beauti- 
fully set tables in your store. Arrange 
with a local baker for a wedding cake 
for the bridal dinner table. Use fine 
china and glassware with your silver. 
Your !ocal florist will provide flowers 
Be sure to use a fine linen table cloth. 
A furniture dealer will supply a table 
Let customers know through your 
mailing list that a perfectly appointed 
bridal dinner table is on display. This 
will create interest and demand 











% 
sig 


she: a 


«at 


om 


lil ce cs a iemimimn i 








A formal dinner table setting is 
always timely. Progressive merchants 
realize that the spirit of the home 
is the best possible silent salesman 
that the store can offer and are meet- 
ing this requirement with attractively 
set tables which express a homelike 

atmosphere. 


¥ 


The wedding breakfast is of historic 
and traditional importance. If space 
will permit, your store should include 
in its selection of table settings at 
least once in the year, an attractive 
wedding breakfast setting. Study the 

one on the left. 





MERCHANDISING 











of brides and 

graduates. Mon- 
day the first day 
starts a big selling 
period. A June wed- 
ding window  dis- 
play today with a 
picture of a_ bride. 
Show silverware and 
jewelry for her. 


Jo" the month 


Be ready today 

with an attrac- 

tive illustrated 
advertisement center- 
ing attention on your 
store as headquarters 
for gifts for the June 
bride and the gradu- 
ate. Change your win- 
dow display to show 
different items. 


A carefully pre- 

pared letter to- 

day to your mail- 
ing list, inviting a 
visit and calling at- 
tention to your stock 
of suitable gifts for 
graduations and wed- 
dings. Feature 
watches, silverware 
and jewelry. 





The pearl is the 

birthstone for 

June. A window 
display showing these 
gems today will at- 
tract added attention. 
Use a neat display 
card suggesting 
pearls for those born 
in June and as sea- 
sonable gifts. 


Feature gifts for 
5 graduates today. 

A window dis- 
play with school pen- 
nants, class colors, 
mortarboard caps, 
diplomas and similar 
material connected 
with school life may 
be used. Show mer- 
chandise suitable for 
graduates. 


Two special gift 

tables today with 

articles at dis- 
count prices suitable 
for brides and grad- 
uates. Advertise this 
event in local papers, 
in your window dis- 
plays and by a spe- 
cial post card to your 
mailing list. 











Start the second 
8 week by display- 

ing gifts for the 
bridesmaids. Keep 
your advertising copy 
talking about your 
store as the place to 
purchase for June 
events. Use illustra- 
tions and offer special 
bargains. 


Today show a 

picture of the 

graduating class 
from your local high 
school or college as 
a part of your win- 
dow display. Send 
parents and friends a 
special letter inviting 
them to your store. 
Display leather 
goods and stationery. 


ding ring dis- 

play for to- 
day. A giant ring as 
the frame for a doll 
bride and groom may 
be used. Show the 
latest designs and old 
style rings to empha- 
size style trend. 


l Plan a wed- 


Feature cos- 
l l tume _ jewel- 

ry. Girl grad- 
uates are excellent 
prospects. Sunday is 
Flag Day. Use Ameri- 
can flags as the back- 
ground for your 
window display. Ad- 
vertise the event and 
invite inspection of 
your stock. 








Jewelry, 
12 watches and 

accesso- 
ries for men and 
boys today. Use Flag 
Day window display 
featuring gold knives 
and pencils, watch 
chains and_ watch 
bracelets, dress jewel- 
ry, cuff links, scarf 
pins, lighters, ete. 





Saturday 
l 3 should find 

you ready 
with a week end spe- 
cial offering of ster- 
ling and plated ware. 
Set a table for the 
June bride. Be sure 
the table is correctly 
appointed. Use glass 
and chinaware and 
small American flags. 








Display elec- 
15 tric clocks 

today. A fine 
electric clock will be 
sure to please both 
bride and groom. A 
dainty sleeping or 
study room clock for 
the girl graduate will 
delight her. The boy 
graduate will wel- 
come such a gift. 








THE JEWELERS’ CIRCULAR 
for June, 1931 




















June isa 
l 6 wedding an- 

niversary 
month. Keep this in 
mind and _ feature 
suitable gifts today. 
Some attractive ad- 
vertising and a per- 
sonal letter to a se- 
lected list will bring 
results. 


for the home 

today. Give 
your gift department 
first place in window 
displays and adver- 
tising copy. Crystal 
and_ colored _glass- 
ware are timely 
items. Show vases 
and bowls with flow- 
ers, and fine china. 


l Feature gifts 


Begin adver- 
| 8 tising gifts 

for father to- 
day. June 21 is Fath- 
ers’ Day. A window 
display showing 
watches and other 
appropriate mer- 
chandise will attract 
attention. Send a 
letter to the young 
people in your city. 





Add _ more 
19 gifts appro- 

priate for 
Fathers’ Day to your 
window display. A 
carefully selected, 
neatly framed _ illus- 
tration of a father 
and daughter or son 
may be used with a 
window card bearing 
a selling suggestion. 





Keep up in- 
2() terest in 
gifts for 
Fathers’ Day by time- 


trating suitable ar- 
ticles. A letter to 
mothers suggesting 
gifts for fathers 
today. Feature week 
end specials at at- 
tractive prices. 


ly advertising illus-, 








The first day 
yw of summer— 

the longest 
day of the year. Dis- 
play and advertise 
sports jewelry and 
watches, traveling ac- 
cessories, cigar and 
cigarette lighters and 
cases, vacuum bottles 
and other tourists’ 
requisites. 


Devote a win- 
y. dow to sta- 

tionery, pens 
and pencils today. 
The vacation period 
is starting and you 
should begin to build 
up this business. 
Make jyonr store 
headquarters for 
your selling section. 





Feature fine 
AL perfumes to- 

day. Here is 
a big selling oppor- 
tunity if properly de- 
veloped. An attrac- 
tive window display, 
a letter to a selected 
list and some appro- 
priate advertising 
will help sales. 





June calls 
y 5 people out of 

doors, and 
sports trophies are in 
demand. Get after 
this business. Ad- 
vertise your store as 
headquarters for 
cups and other prizes 
and keep in touch 
with those interested 
in sporting events. 





Do not neg- 
26 lect young 

folk in your 
merchandising. They 
are a big influence 
in the homes and 
their good will and 
patronage is valu- 
able. Feature cos- 
tume jewelry for 
girls and strap 
watches for boys. 


Hold a week- 
yi end sale of 

odds and 
ends today. Adver- 
tise and display odd 
pieces of silver, glass 
and chinaware and 
include some of the 
slow moving stock 
from your gift de- 
partment. 

















Feature 
9 meshbags 

and leather 
goods for summer 
use today. Keep the 
style element promi- 
nent in your adver- 
tising and sales talks. 
It is a big factor in 
selling at all times. 
Make use of it. 





The last sell- 
30) ing day of 

the month. 
Plan your July mer- 
chandising campaign 
now. It will require 
extra effort to main- 
tain sales during the 
period just ahead. 
Advertise your re- 
pair department ser- 
vice today. 
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A view of the “Old Timers” who met in the 

store of White Brothers Co., Baton Rouge, 

La. No. 1 won first prize and No. 2 was 
awarded second prize. 


Wen P. W. Davidson, Jr., manager 


of White Brothers Co., Baton Rouge, La., read in a re- 
cent issue of THE JEWELERS’ CiRCULAR of the “Old 
Timer’s” contest held by R. H. Riley, a jeweler at Well- 
ington, Kan., he immediately recognized a successful pro- 
motion plan for stimulating the sale of electric clocks 
which could be applied in his own store. 

With a store located in a community larger than where 
the plan was originally operated, Mr. Davidson expanded 
the promotional development of the contest with the result 
_ that not only were electric clocks sold, but during the 
entire campaign the attention of thousands was focussed 
on the store of White Brothers Co. 

“Our ‘Old Timer’s’ contest was a big success,” said 
Mr. Davidson. “As for the number of clocks entered, 
the photograph indicates the interest manifested. There 
were 60 in all. The first prize was awarded to a clock 
made by Eli Terry. It has wooden works and is oper- 
ated by weights. It was estimated that its age is 124 
years. The second prize was awarded to a Seth Thomas 
clock 116 years old. The clocks were running and in 
active use. 

“In introducing the contest we ran three four column, 
20 inch ads in our local newspaper. Each ad carried a 
complete description of the contest. Electric clocks were 
featured in the advertisements. While a great number 
of electric clocks were not sold during the actual contest 
we know that we have sold the public on our store when 
an electric clock purchase is considered. The plan, we 


60 









SH OW 
SELL 


This is the second article on a successful plan 
to secure the electric clock business in your 
community. Read what this jeweler says re- 
garding its effectiveness: 








aaiemanetaianientl 





‘The contest built much prestige for our store. 
We know that we are getting the volume of 
the electric clock business in our city. If every 
jeweler would use a selling plan of some sort 
similar to the one adopted, as an introduction 
of his electric clock department he would get 
the business in his town, city or community.” 








believe, tied the electric clock business to our name in a 
big way. Since the contest we have enjoyed a large elec- 
tric clock business. We have continued to advertise them 
from time to time, but that had been done in the past. 

“The contest built much prestige for our store. Be- 
cause of the interest in antiques in this community many 
people were attracted to the exhibit of old clocks. We 
know that we are getting the volume of the electric clock 
business in our city. If every jeweler would use a selling 
plan of some sort similar to the one we adopted, as an 
introduction of his electrical clock department, he would 
get the business in his town, city or community. 

“The newspaper ran three human interest editorial 
features developed around the old clocks. This type of 
publicity proves invaluable to a store. With all the 
promotion back of the contest the city was aroused to a 
clock consciousness. It made people think of old clocks 
and this meant that new, accurate electric ones were of 
interest as well. 

“Tn our advertisements we called attention to the elec- 
tric clock display in our windows, where the prizes were 
featured. We gave two electric clocks as prizes. In 
announcing the prizes we did not just say an electric clock, 
but used copy of this type: ‘A modern electric clock, plug 
it in, set it, forget it. Correct time always. No cleaning 
or oiling, costs 10 cents a month to operate it.’ This was 
excellent sales propaganda that emphasized the advantages 
of electric clocks. 

“The conditions of the contest were simple. The clock 
did not have to be in running condition. We insisted on 
American makes, however, so we could determine the 
age, from the available information we had to guide the 
judging. The contest lasted just five days. 

“In judging the clocks we used N. Hudson Moore’s 
‘The Old Clock Book.’ We found it very helpful. This 
book added to the knowledge of our watchmaker, William 
Munich, who also was familiar with the older types of 
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Here is the story of a jewelry firm that profited 
from an idea because its manager reads THE 
JEWELERS’ CIRCULAR. An article describing 
an “Old Timers’ ” clock contest was published 
recently. Adopting the merchandising prin- 
ciples revealed in the article, expanding the 
plan, and vigorously promoting the idea, sales 
were made and much prestige for the store 
was gained. Read how it was done. 








American clocks. We estimated the age of every clock 


entered. ‘This information was put on a slip of paper ; 
and placed in the clock. We wanted to be in position, P. W. Davidson, Jr., manager of the store who con- 


. “ e ” 
after the contest, to give each entrant complete informa- ducted the meeting of the “Old Timers. 
tion on the age of the clock and some of the history of its 





maker, which would interest owners. salesman show them the new models of electric clocks. A 
“When the contest was over letters were written to all small booklet on electric clocks was enclosed with each 

of the contestants, asking them to call for their clocks, letter. 

telling them that we bet their ‘Old Timer’ enjoyed the ‘To estimate the amount of value of this contest would 

outing, that the ‘old age’ dispute among clocks was over be conjecture. This we know definitely, and these factors 

and when they called for their clocks be sure to have the (Turn to page 79) 








Some of the news- 
paper ads which an- 
nounced the contest 
and stimulated much 
interest during the 
campaign. The all- 
clock ad on the right 
is well designed, 
placing emphasis on 
the “Old Timers’ ” 
contest. 
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PROVEN PROFIT 


a practical hints in 
developing the wedding business as practiced in the J. 
Ralph Tobin store at Springfield, Ill., are worth con- 
sideration. 

A table set for every bride in which her choice of china, 
crystal and sterling is properly arranged, is productive 
of good results, provided the fact is very, very diplo- 
matically told to her friends. A much better feeling is 
engendered through dropping the hint that Miss Smith 
is buying this pattern, than by abruptly stating, “This is 
Miss Smith’s selection of patterns.” A set table brings 
out the harmony of relationship of the crystal, china and 
sterling better than any other form of display. “Goods 
well displayed are well sold,” is an old but true copybook 
phrase. 

A bride’s book, costing the store $2 is mailed out to 
certain girls upon the announcement of their engagement. 
A personal letter accompanies the book. This book is 
sent only to friends of the store, as it is considered rather 
expensive advertising to send to perfect strangers. Girls 
invariably call to offer thanks for the book. This gives a 
fine opportunity to broach the subject of pattern selection. 
A nice little gift is always sent to the bride. More often 
this takes the form of a personal gift from the Tobins, 
rather than from the store. 


ar times each year 
for the past ten years or more, Hansen & Hansen, Inc., 
Denver, Colo., have had printed 5000 business cards which 
are a brilliant blue. These cards are folders two and one- 
half inches by four and three-quarter inches and they have 
proved most useful in two ways. ‘They are excellent 
advertisements, and anyone possessing one has invaluable 
information at his hand, for the inside pages boast of six 
columns of street names, a complete Denver Street Guide. 
Wolf C. Hansen, secretary-treasurer of the firm, is 
absolutely sold on these bits of blue card board for both 
the reasons given above. He says he always has two or 
three of them in his car so one will be sure to be at hand 
to help him find out just where he is going. 
“For many years people have been asking for the cards, 
proving their usefulness. And people coming into the 


These are practical days. Ideas that wil) 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
State in the Union. 


store for any reason, means business, sooner or later. I 
feel that it is the best kind of advertising we have ever 
done,” says Mr. Hansen. 


The card is particularly valuable to those people who 
find themselves in the branch store of Hansen & Hansen 
which is located in the Denver Union Station. 


Says he: “I have got 
to buy a wedding present. Five dollars is the limit.” 

Says she: “Something inexpensive for my maid who is 
to be married.” Or, “Just show me something suitable 
for a wedding gift for a passing acquaintance.” 

They all mean the same, but they have different ways 
of putting it. The man is brutally frank and to the point, 
while the woman thinks she is fooling the salesperson. 

To cope with this existing condition and to make buy- 
ing easier, White & MacNaught, Minneapolis, Minn., 
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MAKERS 





are setting aside one certain section of their display win- 
dow for the featuring of plated ware at the one popular 
price of $5. A table inside with various items grouped 
at this price, helps considerably. Concentration on this 
price has brought some very satisfactory results. Selling 
nearly 100 pieces in 10 days, during one month, may be 
cited as indicative of the trend of the popularity of the 
$5 present. 


) selling has got 
to the point where personal solicitation has been so much 
overdone that brides are being run ragged, is the word 
coming from the silver buyer of S. Jacobs & Co., Minne- 
apolis. These brides-to-be claim that the deluge of mail, 
personal and telephone calls, just about wears them out. 


A personally dictated letter, one that does not sell pat- 
terns, but personality and prestige in its cordial tone, 
seems to bring the girls to the store better than any other 
means. 

Guiding young buyers in their selection of silver is an 
interesting procedure. Young buyers form the very best 
percentage of trade, because they are just starting their 
collections. Birthdays and anniversaries always mean 
much more to them. 


Au high school girls receive 

a silver teaspoon at the time of their graduation, by call- 
ing at the store of Clifford L. Collins, Waterloo, Iowa. 
While this costs the firm 80 cents for each gift, it does 
not prove to be expensive advertising, as the effect is felt 
all during the year. Enough new sets are started to 
warrant classifying the advertising as a paying proposition. 
Prospective silver buyers are given price lists written 
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Harry R. Terhune, 
Field Editor 


To Get the Wedding and Graduation Money 


on the backs of business cards, rather than the usual 
printed list. Both ways have been checked, with the per- 


centage of favorable returns from the cards showing 
much better than from the lists. 


Believing that the space 
up front, back of the show windows, is most valuable 
when used for displaying merchandise, J. R. Brushert Co., 
Wausau, Wis., revamped this section of the store. Work 
benches were moved to the rear. One side was fitted up 
as a clock department, while the opposite corner featured 


the glassware and novelties. Just the improved appear- 
ance of the store alone, more than justified the outlay. 
From a practical dollar and cents viewpoint, however, 
sales of the articles displayed up front increased so from 
the time the change was made, that the new order was 
most gratifying. 



























IM TELLING YOU--- 


FACT OUTRUNS FICTIO 


= 








IN 1S44 THE GUILD OF 
MASTER CLOCKMAKEI2S IN 
PARIS, FRANCE , OBTAINED A 
STATUTE FROM FRANCS I 
WHICH SECURED THEM THE 
EXCLUSIVE PRIVILEGE OF 
MAKING CLOCKS AND 
WATCHES WITHIN THE 
PRECINCTS OF THE CITY. 


A CLAY TABLET FOUND AT NIPPUR PROVED To 
A RECORD OF A_JEWELRY FIRM OF THE ovr CENTORY 
BC. IT IS IN PERSIAN AND- TRANSLATED READS : 
“-BEL-AKH-IDDINA AND BEL-SUNU, SONS OF BEL AND 
KHATIN, THE SON OF BAZUZU HAVE MADE THE FOLLOW- 
ING' DECLARATION TO BEL-NADIN-SUMU, THE SON OF 
MURASU: AS TO THE GOLD RING SET WITH AN 
EMERALD WE GUARANTEE THAT FOR 20 YEARS THAT 
EMERALD WILL NOT FALL OUT OF THE RING. IF IT 
SHOULD FALL OUT BEFORE THE END oF 20 YEARS, 
BEL-AKH-IDDINA( AND THE TWO OTHERS) SHALL PAY 
BEL -NADIN~SUMU AN INDEMNITY OF IO MANEHS 
6F SILVER,” 











J.P. SAUNDERS, LOUISVILLE, KY. BORN 

WITHOUT HANDS SUPPORTED HIMSELF FOR 

PRIMITIVE PEOPLES -THAT SOME PEARLS OVER 30 YEARS AT THE TRADE OF 

possess THE a eee ole WATCHMAKING. HE DID CARTOONING IN 
SSERTED THA \ 

BE PLACED IN A SMALL BOX WITH SOME GRAINS ew vee 

OF RICE AND A LITTLE COTTON WOOL AND THEN 

SEALEB THAT AFEW MONTHS LATER ONE orn 

MORE ADDITIONAL PEARLS wict RE 

FOUND WITHIN — THE ORIGINAL PEARLS 

NONE THE worse, BUT THE GRAINS 

OF RICE with THEIR ENDS MIBBLED A BIT 





IT ISAWIDESPREAD BELIEF AMONG 
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WILL PAY #922 FoR. 
EVERY “FACT OUTRUNS 
FICTION’ IDEA 
SUBMITTED BY A 


IT WAS A SIN TO USE FORKS DURING THE READER, AND PUB — 


1G TH CENTURY! QUEEN ELIZASETH POSSESSED BUT TWO. 





Reel 
CLERGY MEN OF THAT DAY PREACHED AGAINST THE Wicked NESS OF USING LISHED ON THIS 
FORKS, IT 1S SAID, CLAIMING IT AN INSULT TO PROVIDENCE NOT TO USE PAGE . 


THOSE HEAVEN-GIVEN IMPLEMENTS —— THE FINGERS. 
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DIAMOND 
DEMANDS 


BLUEBIRD 


DIAMOND RINGS 


thes oa Poe or 





Sold only through retail jewelers. 
Doubly guaranteed to add that necessary 
feeling of confidence to assure diamond sales. 


Let us submit the Bluebird Plan of 
Diamond Profits . . . Write today. 


BLUEBIRD DIAMOND SYNDICATE 


CHICAGO ..55 E. Washington St. LOS ANGELES .. Title Guarantee Bldg. TORONTO... Federal Bldg. 


















PEARL (A. N. R. J. A. List) 
Alternate Stone, MOONSTONE 


According to the birthstone 
list adopted by the American National Retail Jewelers 
Association, the pearl is the birthstone for June, with the 
moonstone as an alternate gem. But in this selection the 
American jewelers departed widely from the tradition 
of the past, at least from those birth month stone lists of 
the ancient races and people, as in none of the old lists of 
the Jews, Romans, Arabians, Poles, Russians or the 
Italians is the pearl mentioned. The first three lists as 
well as that of the Italians give the emerald as the birth- 
stone for June, and those of the Arabians, Poles and 
Russians give either agate or chalcedony. The lists used 
generally in the late 18th century and at the beginning of 
the 19th century named June’s birthstone as either em- 
erald, cat’s-eye, turquoise or onyx, but no mention of 
the pearl appears. 

In poetical references to gem stones, however, there is 
one that can be cited as affirming the choice of the pearl 
for June’s stone in the lines: 


“Pearl for the month of June—precious wealth 
And to crown it all they bring her health.” 


And the significance of the pearl is given as “health, 
long life and peace of mind.” 

Possibly one of the reasons. that the pearl was not 
found in the ancient lists of birthstones may be due to 
the fact that technically the pearl is not a precious stone. 
Though composed of minerals, it is of animal origin, 
being the calcareous excretion of certain fresh water and 
salt water mollusks. The salt water mollusks which pro- 
duce the pearl are generally termed “oysters,” though 
some zoologists consider this a misnomer. The salt water 
mollusk which produces the pearl is the avicula mar- 
garitifera, a bivalve of which there are many varieties in 
various parts of the world. Though all of a somewhat 
similar shape, these differ widely in size, weight and the 
quality of the shell. And as they differ, so do the pearls 
which they produce differ in certain characteristics. 

The fresh water mollusk which produces the pearl is 
entirely different in shape, formation and characteristics. 
In the United States it is generally referred to as a mussel. 

Of the various kinds of margaritifera, according to some 
authorities, the “‘meleagrina” is the largest, has the heavi- 
est shell and in addition to supplying pearls, furnishes the 
greatest quantity of mother-of-pearl. 

According to some authorities, an exact and uniiorm 
classification of the pearl bearing mollusks of the sea 
does not exist. However, all of them have one distinc- 
tive feature, that is, they all have a nacreous lining to the 
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The Birthstone for June 


Zodiacal Sign—Cancer (The Crab) 

Significance—Health and Long Life 

Associated Flowers — Corn Flower, 
Honeysuckle, Rose 

Especially suitable for necklaces, ear- 
rings and large pieces set with 
diamonds. 
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shell; for a mollusk 
that has not this will 
not produce a pearl. 
T he same excretion 
that builds up the pear! 
gives a “pearly” coating 
to the shell which sur- 
rounds it. 

To gointothe 
genesis of the pearl or 
to describe the different 
types of the mollusk 
producing it in Ceylon, 
the Persian Gulf, in 





Average sizes of 
Oriental Pearls 
ranging from ¥% 
grain up to 40 
grains. 


(From “The Book of the 
Pearl” by Kunz and 
Stevenson.) 








other parts of the Indian Ocean, as well as in the vicinity 
of Australia, Venezuela, Panama, Manila, California, or 
of Japan, is a subject fit for a long treatise. Jewelers who 
seek to become informed on this subject are referred to 
such books as the wonderful work of Drs. Kunz and 
Stevenson, known as “The Book of the Pearl,” published 
by The Century Co.; “The Pearl,” by W. R. Cattelle, 
published by J. B. Lippincott Co.; “The Kingdom of the 
Pearl,” by Leonard Rosenthal, published by Brentano’s, 
and “Pearls and Pearling Life,” by the late Edwin W. 
Streeter, well known English jeweler, and published years 
ago by George Bell & Son of London. The jeweler in- 
terested in the fresh water pearl alone is referred to the 
little work, “Pearls and Pearling,” by Herbert H. 
Vertrees, now published by Fur-Fish-Game (Harding’s 
Magazine), Columbus, Ohio. 

As far back as history goes we heve references to the 
pearl. They are mentioned in the Vedas, the oldest 
sacred books of the Brahmans. They are mentioned in the 
oldest books of the Chinese. In fact, one of the latter 
referring to an incident at a date 23 centuries before the 


(Turn to page 77) 
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Prize Winners 


First Prize: Hans 
Bernhard Guttmann, 47 
Seventh Ave., Brooklyn. 


Second Prize: Philip 
Patella, 22 E. 120th St., 
New York. 


Third Prize: Otto 
Frank Meissner, 879 
Elsmere Place, Brook- 
lyn. 


First Honor: Ralph 
Mattei, 111-44 Forty- 
first Ave., Corona, N.Y. 


Second Honor: A. 
Dell’Abate, 1759 79th 
St., Brooklyn. 


Third Honor: Max 
Koerner, 747 Jackson 
St., West New York, 
N. J. 





Above are shown two of the prize-winning pieces, the pendant in the center 
and the bracelet at the top of the illustration. They were executed by Hans 
Bernhard Guttmann, who won first prize, and by Otto F. Meissner, third prize 
winner. The necklace is by John A. Brauer, prize winner last year. The brooch, 
at the right, is by Ralph Mattei, and the clip, at the left, by Max Rabinowitz. 


STUDENT JEWELRY DESIGNS 


€>.. more the students 


of the class in jewelry design at Mechanics Institute, 
New York, have won for themselves the admiration of 
leading members of the trade through the exhibition of 
the work they have accomplished during the past year 
under the instruction of C. A. Jakobb, experienced de- 
signer. ‘The exhibit was held April 14, in the class room 
at 20 W. 44th St., where over 150 designs were dis- 
played. The designs represented the efforts of two 
classes. The advanced division included 20 boys, and 
the other class was composed of 25 beginners. 

Mr. Jakobb was highly commended by a number of 
prominent designers. The winner of the first prize 
in the exhibition, Hans Guttmann, is a young man who 
had never attempted designing jewelry until last fall. 
Mr. Guttmann is at present head of the designing de- 
partment of the Arrow Mfg. Co., Inc., 1100 Adams 
St., Hoboken, N. J. The students themselves were also 
much pleased with the results of the year’s work and 
nearly every one of them has enrolled for the class be- 
ginning next fall. 

Three prizes were awarded to the students whose work 
showed the greatest merit and three honorable mentions 
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The curriculum of the Mechanics Institute includes in- 
struction in architectural drafting, free-hand drawing, 
sketching and twenty-five other lines of technical educa- 
tion. Classes are held in the evening and are free of 
charge. C. A. Jakobb is the instructor in jewelry design. 














were also extended. The awards were made at the clos- 
ing exercises of the School Department of the Mechanics 
Institute, which were held at the Town Hall, 113 W. 
43rd St., April 16. The prizes, which consisted of three 
medals, two silver and one bronze, were presented by 
Emil Kohn of Theodore A. Kohn & Son, 321 Fifth Ave., 
in the name of the Jewelers’ Association of New York, 
of which he is the president. 

Louis Rouillon, director of the Mechanics Institute 
has evinced much enthusiasm over the work which is 
being carried on by Mr. Jakobb and announced that Wil- 
liam Sherwood, who has been assisting in the instruction, 
will continue his duties when the class opens next fall. 
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By 
POLLY PETTIT 


[ am a small jeweler in 


a me 
a large city and feel that 1 cannot depart too radically 
from the conventional small-card window display on ac- 
count of the type of my clientele and the size limitations 


of my window. However, I would greatly appreciate 
some suggestions as to how the monotony of this display 
may be broken without revising my window completely. 

Answer.—Vary the shape of your cards. Make them 
heart-shaped in white for weddings and pink for valen- 
tines. Or attach a bit of artificial lily-of-the-valley to 
each white card, or forget-me-nots to pale blue cards. 
Red cards cut in the shape of fire crackers with string 
fuses, on which are mounted your diamond rings, will 
certainly cause comment and stop the passerby. Be a 
spendthrift with your number and kinds of cards. It is a 
minor expense and well worth while in order to achieve 
a freshness and avoid monotony. The variety of papers 
that can be used for this purpose is almost unlimited. 
There are velvet papers that defy belief, parchment papers 
which have quality, and papers with delicate designs 
which would not in any way detract from the jewels. 
Any good paper house can supply you with a sample book- 
let for this purpose. Papers should be mounted on or- 
dinary cardboard, of course, to give the necessary 
strength. Above all, set your wits to work on this im- 
portant type of inexpensive display. It can be made 
attractive and will invite sales. 


a I; it a good idea to show 
a contrast of prices in window display? I have done this 
in order to appeal to the people of moderate income as 
well as the well-to-do classes, and yet I am afraid that 
this practice tends to lessen store prestige. Do you think 
this is so? 

Answer.—Merchants pretty generally hold that show- 
ing prices in windows does lower the prestige of the store. 
However, you may use price cards without serious loss 
of prestige, if you will exercise great care in the method. 
For example: in a “Gifts for Graduates” window you 
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ORT HWHILE WINDOWS 





June Window Suggestions 
Wedding Windows 


The first week of June should be devoted to silver 
and jewels for wedding gifts. In order to create 
the wedding atmosphere use the time-honored wed- 
ding veil, wedding bells, flowers, palms, or engraved 
wedding stationery. 


Gifts for Graduates 


Here is a custom as time-honored as our oldest in- 
stitutions of learning. In the background of your 
window show an engraving or a print of Yale or 
Harvard or Brown in the early days of its history, 
together with miscellaneous gifts for the boy and 
girl graduate. Borrow a famous diploma from a 
collector of rare, old documents, giving credit to 
the collector for this courtesy to you. Include a 
silver tray piled high with rolled “diplomas” tied 
with college colors. Or use only a simple show card 
with a message suggesting gifts for the graduate 
with a silhouette in black of the sweet girl graduate 
in cap and gown. 


Travel Windows 


The end of June should be given over to travel ac- 
cessories. Purses, bags, fitted cases, folding clocks 
and any other merchandise associated with going 
away. For a background it is always a simple mat- 
ter to obtain a travel poster from one of the steam- 
ship or railroad companies. These posters are often 
striking and decorative and they set off to advan- 
tage the usual black and brown traveling bags. 











may, with propriety, announce on a show card (about 
8 x 10) a selection of graduation gifts at moderate prices. 
Then each article shown may carry a small price sign, 
preferably not more than one inch in length, by one-half 
inch, neatly hand-lettered and perhaps odd in shape, as a 
triangle or a circle. This is a legitimate reversal of the 
usual policy because you are appealing to the preconceived 
idea in the mind of the passerby that he or she prefers not 
to spend a large amount on a gift for this purpose. You 
are merely giving the passerby confidence enough to come 
into your store and ask for the less expensive items. 


a A l have a store situated 
in the suburbs. It is about 15 feet wide and 20 feet deep 
with a row of counters on one side and wall cases on the 


(Turn to page 81) 
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Survey of Jewelry Manufacturing 


Department of Commerce Issues Elaborate Report on Medium and Low Priced 


Jewelry Industries Made at Request of the N.E. M. J. & S.A. 


WasHincrTon, D. C., May 2.—The first part of the 
survey of the jewelry industry by the Department of 
Commerce has now been completed. This is the form 
of a report on jewelry distribution covering the manu- 
facture of medium and low priced jewelry, the facts 
coming from a questionnaire sent out to the manufactur- 
ing jewelers some time ago at the instigation of the Dis- 
tribution Research Committee of the New England Man- 
ufacturing Jewelers and Silversmiths Association. 

Though the second survey of the trade taken up by the 
department, it is the first to be completed. The first 
questionnaire sent out by the Merchandising Research 
Division of the Commerce Department was that to the 
retail jewelers and was instigated by the American Na- 
tional Retail Jewelers Association. ‘The answers to this 
questionnaire from 2000 retail jewelers are still being 
tabulated. Then followed the questionnaire on the 
manufacturing jewelry trade at the request of the New 
England organization. This covered a much smaller 
field as far as the people queried were concerned, so was 
completed very much more quickly. The final report 
prepared by Howard C. Dunn, Chief of the Merchandis- 
ing Research Division under whom the survey was con- 
ducted, is a volume of over 150 typewritten pages of legal 
cap size, filled with statistics and graphs covering every 
phase of the subject under investigation. 

This survey, according to the “foreword” of the report 
was undertaken with two immediate objects in view: 
First, to ascertain facts which would aid this branch of 
the jewelry business in the formulation of general policies 
pertaining to the distribution of its products; second, to 
provide standards of performance or “yardsticks,’ which 
would aid each individual manufacturer in appraising the 
distribution operations of his own enterprise. ‘That these 
immediate objects have been achieved will be granted by 
all who have studied this elaborate report and the vast 
amount of statistics it contains. But the ultimate objec- 
tive will only be gained when the facts obtained in the 
survey have been utilized by the manufacturers both in- 
dividually and collectively for improving the efficiency of 
their individual enterprises in their part of the jewelry 
business. 

During the past few months preliminary reports have 
been issued summarizing facts revealed from the survey 
and these have been sent to the New England manufac- 
turing Jewelers Association and to those who have par- 
ticipated or helped in completing the work. All of these 
preliminary summaries are included in the full report. 
In addition, the report contains an introduction, a section 
dealing with the maintenance of distribution records, 
general conclusions and an example showing the prac- 
tical utilization of the information by an_ individual 
manufacturing jeweler. 

It should be realized that the survey does not apply to 
all manufacturers of jewelry. It was definitely restricted 
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in scope to manufacturers of medium and low priced 
jewelry, who, in general sold their products to retail 
jewelers and through such outlets as jewelry jobbers, de- 
partment stores, chain jewelry stores, syndicate organiza- 
tions, exporters, etc. Excluded from the survey have been 
concerns in which a significant part of the total business 
consisted of sales of parts, findings or materials to other 
manufacturers. Excluded as well were manufacturers of 
more expensive jewelry such as composed of precious stones 
and platinum. It was clear at the beginning that the 
problems of the manufacturer of the expensive type of 
jewelry differ in many respects from those of the manu- 
facturer of medium and low priced jewelry. Likewise, 
the problem of distribution for the manufacturer of parts, 
findings and materials are not the same as those of low 
priced jewelry proper who sell through the general outlets 
above named. 

The survey is based on the answers of 184 different 
concerns, 151 of which indicated the value of the different 
types of product they manufacture. Not one of these 
concerns manufactured platinum jewelry, which according 
to the last census, is about 30 per cent of the total value 
of the jewelry made in this country. But they did cover 
manufacturers of gold, of gold filled and rolled plate, of 
silver and of other metals, the largest volume reported to 
the Bureau being in the manufacture of base metal elec- 
troplated wares. These constituted 39 per cent of the 
total production reported on while gold filled and rolled 
plate manufacturers produced 15.34 per cent; silver man- 
ufacturers, 11.29 per cent; gold, 18.85 per cent and man- 
ufacturers of other metals, 15.01 per cent. 

The 184 concerns included in the study had total net 
sales in 1929 of $45,296,719 or about 47 per cent of the 
census figures of jewelry of this kind manufactured. The 
total sales of gold filled and rolled plate products included 
in the report was $5,623,746 or about 52 per cent of the 
total of rolled plate made in 1929. It will be seen from 
the above, that the statistics upon which the department 
is basing this report are complete enough to give a real 
picture of the entire industry. 

So in the various tables, the averages given are accurate 
standards or yardsticks to be used by the trade in com- 
paring their own figures, particularly as the survey is 
restricted in scope to a group of manufacturing jewelers 
faced with similar problems and also coming from con- 
cerns confined to a very restricted area. For all the 
concerns covered by the survey are located within a radius 
of 80 miles of Providence and over 90 per cent of them 
were located within 25 miles of this center. This means 
that deductions are based on similar conditions as to labor, 
transportation and other factors affected by geographical 
location. 

The statistical analysis and summaries cover over 100 
pages and make comparisons of net sales from every stand- 


(Turn to page 85) 
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gin thinking again—and thinking seriously. Now we 
find ourselves right on the threshold of what I call the 
‘thoughtful age.’ The jazz age is gasping its last. 

“This ‘thoughtful age’ has shown its presence by the 
revival of more formal dress, long hair, and a greater 
consideration for the future consequences of our acts. 
Romance has replaced jazz in the movies and on the 
radio. 

“The vivid-color hysteria has tired itself out. In its 
place is developing a sombre dignity in dress, in furnish- 
ings, in living, in thinking.” 

“But how about weddings?” I reminded him. 

“The same change is taking place there. Couples are 
giving more serious thought to matrimony. No longer 
are they plunging into marriage on a doubtful shoe- 
string. The talk among the college set is all for formal 
weddings with everything from Lohengrin to rice. They 
have nothing but pity in their hearts for the shallow 
minded couples who ‘took a chance’ on short acquaintance 
and stole off to the next county seat for a secret wedding. 

“Not that some of those marriages may not turn out 
all right, Old Vet. But they miss all the social send-off 
and life long thrill of soft music, an admiring crowd of 
sighing maidens and jealous men, a gorgeous floral set- 
ting, a solemn ceremony, a shower of rice, and a romantic 
honeymoon. Not to mention the valuable and cherished 
gifts that go with a big wedding. 


“Despite reports to the contrary, a wedding is 
still the event of a life time, and a perfectly 
appointed formal ceremony has again become 
the dream of every girl’s heart. 


“Consequently, though you may not have observed it, 
there has been a great increase in formal, pretentious 
weddings in the past eight months. ‘The total number 
of marriages is less, the quality is higher. 

“All of which affects the jeweler immensely. The 
giving of catchy knickknacks is being replaced by thought- 
ful gifts of permanent value. Romance is coming back 
into the home and with it comes the old fashioned craving 
for a complete set of sterling and other things in keeping. 
The home is regaining its old time stability.” 

“T believe you are absolutely right, Eagan,” I agreed 
with him. “And the jewelry trade has been wishing for 
just that change of attitude.” 

“But,” said he, “that change does mighty little good 
to the jewelers who won’t believe it or who have not 
yet sensed what is going on.” 

“Just how then have you capitalized on it for this 
June, 1931?” I asked him. 

“First, I have given more space and attention to my 
Stationery and engraving department. I am not sure 
it is possible to make much direct money on that depart- 
ment. But it brings in the very type of people who can 
and do spend. 

“Every order for engraved invitations gives me con- 
tact with the proper persons in advance of the other 


THE JEWELERS’ CIRCULAR 
for June, 1931 


June —The Wedding March of Profits 


(From page 51) 


75 


jewelers. It proves the way for me to have the bride 
select her silver pattern and the other things she wants. 
Then of course | make every effort to get in touch with 
the invitation list, keeping a record of all purchases to 
avoid embarrassing duplications. 

“Second, I watch the paper for announcements and, 
between you and me, I have arrangements with the 
society editor to tip me off before publication. Where 
both parties are strangers to us, making the proper con- 
tact is a delicate matter. I try to find out all I can 
about them before deciding whether it is better to ap- 
proach them by letter, phone, or personal call. Here is 
where a salesman’s personal following shows its -worth. 

“Then, too, I have had everyone in the store brush up 
on wedding technique and etiquette. You would be sur- 
prised, Old Vet, how people appreciate authoritative con- 
fidential pointers on those little details, the bride’s gifts 
to the groom, his gift to her, appropriate gifts to the 
bridesmaids and groomsmen, and such matters. 


4 “June wedding anniversaries are a splendid 7y 
source of business, sadly neglected by most 
jewelers. She may try to hide it, but the wife 
feels deeply hurt if her husband neglects to 
iq remember their anniversary with a gift. 7 














“So I keep a calender in which I record weddings and 
birthdays. It takes tact to handle such things, but if 
properly done people appreciate being reminded at ex- 
actly the right time that someone is expecting a gift from 
them on a certain date. That is real service. 

“Do people really want cheaper things? In the radio 
field the midget set was brought out and widely heralded 
as a savior of the industry during the depression. Recent 
authentic figures show the midgets are accounting for 
only 10 per cent of the volume in units despite vigorous 
promotions. 

“The experts predicted that small cars would sweep 
the field in 1930. While small car sales held up better 
than did large cars, still the proportion was nowhere 
near predictions. 

“Those things are significant. They indicate that even 
in a period of depression a large proportion of people 
prefer not to buy at all rather than buy something they 
think is below their usual standards—a feeling especially 
pronounced in the so-called luxury fields. 

“When jewelers emphasize the price appeal above the 
romance appeal, then the jewelry industry is doomed. 

“No, sir, Old Vet, people do not want to receive cheap 
wedding gifts; they do not want to give cheap wedding 
gifts. Such things are not in keeping with the spirit of 
today, the ‘thoughtful age.’ ” 

I don’t know how it strikes you, Mr. Editor, but Jim 
Eagan’s philosophy sounds to me like mighty good jewelry 
gospel for you to preach to the trade and for the trade 
to preach to the customers. 

Yours truly, 
Tue Op VETERAN. 
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ESTABLISHED 1860 


EICHBERG & CO. 





Cutters and Importers of 


DIAMONDS 


511 FIFTH AVENUE 
NEW YORK 


CUTTING PLANT 
155-157 Summit Street 
NEWARK, N. J. 


AMSTERDAM OFFICES ANTWERP OFFICES 
47 Sarphatistraat 90 Rue du Pelican 
































The Birthstone for June 
(From page 67) 


Christian era, notes “strings of pearls that were not quite 
round were received as a tribute.” 

Pearls are mentioned in the Old Testament as well as 
the New. They are mentioned in the Talmud; they are 
mentioned by the earliest Greek writer, Theophrastus, in 
the third century before the Christian era. 

But according to Geo. F. Kunz, it was not until the 
Mithridatic Wars (88-66 B. C.) and the conquest by 
Pompey that pearls were very abundant and popular in 
Rome, but they rapidly became so as the conquests of the 
Romans brought them the treasures of the east. Mention 
is made that the interior of the Temple of Venus was 
decorated with pearls; most appropriately so because 
Venus is associated with the control of the pearl, as is 
the Moon. 

The appreciation of pearls continued throughout Europe 
right up until the present time, though for many years 
they were the gems of the royalty, the high nobility and 
the very wealthy. 

While pearls may be divided generally into two classes, 
the Oriental or salt water pearl and the fresh water 
pearl, there are many varieties of the salt water pearl— 
varieties not only of color but of texture. 


Pearls may be found in many shades, running from 
black to white, including cream, pink, yellow, blue, gray, 
and even copper color. The ideal color and the most 
highly prized is that delicate pinkish hue known in the 
trade as roseé—a shade that is not duplicated in any other 
substance in nature. ‘This unique quality of color and 
brilliance may be explained by giving consideration to the 
structure of a pearl, the pearl being formed of thin con- 
centric layers of nacreous substance superimposed on each 
other in a manner identical to the structure of an onion. 
The glow or “orient” of a pearl is due to a combination of 
refraction and reflection of light through its various lay- 
ers. Only those who have studied pearls can begin to ap- 
preciate the wide difference of variety and texture even 
among those apparently alike in color. 

According to experts, nothing requires a sharper eye, 
a more delicate sense of color and greater patience than 
the assembling of a finely matched string of pearls. For 
in this, shape, color and perfection must all correspond, 
and to get a string that meets the requirements of the 
expert’s eye is an unusual accomplishment. To quote the 


late W. R. Cattelle: 


“Those who buy them seldom realize what enor- 
mous quantities of pearls, and skillful and painstak- 
ing effort is necessary to match perfectly thirty or 
more, especially of large size. Pearls which, sepa- 
rated by a few inches, seem alike, when brought 
close together reveal differences of texture and tone 
of color sufficiently pronounced to arrest the eye and 
destroy that ideal perfection of purity which permits 
no spot to mar the symmetry of an assemblage of 
these emblematic gems. It was said in old times 
that to match a pearl perfectly was to double the 
value of both; one may imagine, therefore, the diffi- 
culty which confronts the modern jeweler when he 
undertakes in this critical age to match thirty or 
forty.” 
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PEARLS 
PRECIOUS STONES 





Call Bryant 9-2587 and 
have your Uncompleted 


Pieces of Jewelry Filled 


“jeeps 06U-UC<C CeCe 


LARGE SELECTION OF EMERALD 
AND RUBY NECKLACES — 











SS 


L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 


PARIS ANTWERP LONDON 
26 Faubourg St. Honoré 25 Rue des Fortifications Diamond House, Hatton Garden 
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Show “Old Timers”—Sell New Timers 
(From page 61) 


are positive yard-sticks by which a successful sales cam- 
paign can be measured. First, the very nature of the plan 
brought hundreds of people into our store. We made 
new customers and extended our business contacts. There 
was an activity developed around our store due to the 
excitement caused by the type of contest. We were being 
mentioned in conversations and discussions throughout 
the city. The free publicity given us by the newspapers 
was tangible sales promotion which money could not buy. 
But the really encouraging element of the entire contest, 
was that it did precisely what we wanted it to do. It 
sold electric clocks and is continuing to sell them. We 
believe that we are now recognized as headquarters for 
electric clocks, with a better opportunity of securing this 
business than if we had not conducted this contest.” 





President Sommer Acts as Host 


What has become a regular as well as delightful func- 
tion of the Jewelers 24 Karat Club of New York is 
known as the president’s dinner. This is given annually 
to the officers and past presidents of the organization by 
the incoming executive and at this, committees for the 
ensuing year are generally announced and the general 
policy of the organization discussed. The dinner this 
year, given by President Sommer, April 25, at the New 
York Athletic Club, proved in every way as elaborate 
and delightful as most of those that had preceded it. The 
dinner itself was preceded by a reception, the menu was 
one of the finest that have been served at affairs of this 
kind and the post-prandials lasted until late in the evening. 

During the evening, President Sommer announced the 
following Golf Outing Committee: Jacob Mehrlust, 
chairman, Alpheus L. Brown, C. Wesley Dinge, Edward 
B. Donaldson, Walter Kahn, Arthur Reichman, William 
I. Rosenfeld, John W. Sherwood, Frank T. Sloan and 
Albert Krolik. 

The Banquet Committee, also announced, includes: 
Gustav H. Niemeyer, chairman, Charles H. Conant, 
Harry P. Dickinson, Walter Eitelbach, Harry C. Larter, 
Charles J. Straehle and Leo Wormser. 

The principal addresses of the evening were made by 
President Sommer and past-presidents G. A. Niemeyer, 
Lee Reichman and Harry C. Larter, and among the 
other past presidents who spoke were: A. L. Brown, 


P. J. Coffey, D. A. Davidson, H. P. Dickinson, Wm. I. 


_ Rosenfeld, Frank T. Sloan, Melville Untermeyer, T. 


Edgar Willson and Leo Wormser. Other guests were 
Vice-president Jacob Mehrlust, Secretary Knowlton D. 
Read, Fred A. Croselmire, chairman of the Beefsteak 
Dinner Committee, and John A. Sommer. 





The Shiman Mfg. Co., Newark, N. J., has just re- 
ceived patents on the expansion bracelet which the con- 
cern introduced so successfully to the jewelry trade. The 
patent which was granted to Charles Kliem of Hillside, 
N. J., and assigned to the Shiman Mfg. Co., is No. 
1801963 and was issued as of April 21. It covers this 
useful improvement in extensible joint and fastener con- 
structions for bracelets. 
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SADE 


for every requirement 


A CAREFULLY selected stock attracts 


a fastidious clientele, gives prestige to the 


store and a profit to the jeweler. 
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TRU-STONE BIRTHSTONE RINGS: 


NOW COME TO YOU IN A 


DISTINCTIVE DISPLAY TRAY 


With each order for 12 NEW VOGUE BIRTHSTONE RINGS your wholesaler 
will supply you with this tray FREE. 


To widen the scope of the birthstone ring business and to further stimulate the demand for 
TRU-STONES for the dealer and to protect him from imitations, a distinctive display tray 
has been designed to hold an assortment of twelve rings—one for each month of the year. This 
tray is of royal purple, and is presented free to every retailer by his wholesaler when ordering 
the NEW VOGUE BIRTHSTONE RING ASSORTMENT. 


For your protection see that the tray contains TRU-STONE SYNTHETICS identified by TRU- 


[VEUe-FS-wareas | 





N 





STONE TAGS. 





<i > If your dealer cannot supply you with this New Vogue BIRTH- 


STONE Assortment, write us and we will give you the names of those who can. 


TRU-STONES MAKE PERFECT BIRTHSTONES. They are the finest stones that can be 
produced. Their hardness is unsurpassed in synthetic stones—their COLOR amazingly 
close to nature itself and bear out in every detail TRU-STONES enviable reputation as 
TRUE-TO-NATURE synthetics. 


Their price range presents a real opportunity for more profitable merchandising. 





= Li 


Dealer helps will soon be ready for distribution 





As a further aid to help you sell more TRU-STONES, we are 
giving to all jewelers who purchase the NEW VOGUE BIRTH- 
STONE ASSORTMENT a very handsome window display poster. 


S. NATHAN & CO,, nc. 


71-73 NASSAU STREET, NEW YORK 
BRANCH OFFICE—10 WEST 47th STREET, NEW YORK 


DIAMONDS — PEARLS — PRECIOUS STONES 
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South African Diamond Cutters Penalized 


WasHINGTON, D. C., May 2.—Reports have been 
received here from Antwerp that the so-called “Punitive 
Board,” consisting of delegates of the four diamond ex- 
changes, dealt with a claim against a Belgian firm on ac- 
count of its having continued work in South Africa dur- 
ing the past four weeks of standstill in the Belgian dia- 
mond industry. A fine of Francs 100,000 was imposed 
upon the firm. 





“Jinx” Day Sale 
(From page 55) 


nounce it. Being a day which everyone, old and young, 
looks forward to with admitted or unadmitted temerity 
for black cats, ladders, and mishaps, the sale announce- 
ment leaves its impression. 


The day before the sale windows are decorated with 
the remnant merchandise displays. In the background is 
placed a large card bearing the exact words printed on 
the announcement cards. “During the day of the sale 
there are between 15 and 50 pople looking at the window 
continuously. The card presents a big inducement to 
come inside and see what it’s all about. And the sale 
always runs through until Saturday, making that a good 
day also.” 

According to Mr. McConahay, making a profit is not 
his object in conducting these unique sales. He advises 
that the jeweler who plans to hold similar events should 
not expect this. “The main thing is to move old mer- 
chandise and move it quickly. . Sometimes we sell whole 
trays of rings that have been merely ‘space robbers.’ This 
is true of other merchandise. 


“But the public must be told the truth about the mer- 
chandise! They must be told how long the articles have 
been in stock and that it is old if the jeweler would 
keep his prestige and the confidence of the people.” 





Worth While Windows 
(From page 71) 


other. Can you suggest a simple and inexpensive way of 
developing a wedding atmosphere inside the store which 
will tie in with an appropriate display in the window? 


Answer.—The first suggestion that occurs to me is 
laying a refectory table with linen or lace, so that the 
sweep of the cloth comes well down to the floor and even 
touching the floor in order to give an impression of 
grandeur and importance. A refectory table or any long, 
narrow table can be set with silver and flowers in the 
wedding manner. It is well for this purpose to engage 
the help of the nearest linen store. A linen damask cloth 
will hide the crudest kind of trestle table, cut to fit the 
space at your disposal. If setting a table requires more 
space than you can spare, the interior of your store may 
be made attractive with white, gold or silver paper bells 
with tiny, artificial white flowers and green smilax, sus- 
pended from chandeliers or outlining your silver wall 
cases. Bells can usually be obtained from any artificial 
flower firm. 
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Made in Platinum and 18K 
White Gold, full diamond 
set, or partly set; also may 
be had carved without dia- 
monds 





Sole Manufacturers 
the D-H Ring 
U. S. Patent 

Des. No. 70,209 





Ring Design 
U. S. Patent No. 82,243 


NATIONALLY ADVERTISED 


Diamond- Heart Ring 


No jeweler can afford to miss the sincere recom- 
mendations every Diamond Heart Wedding Ring 
sale invariably brings—the sort of recommen- 
dations jewelers want . . . because these 
ingenious masterpieces of craftsmanship 
attract quality customers and develop 
acontinuous flowof better business. 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 


62 W. 47th Street New York City 


This Tag is Your Protection 
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GEMS 


Emeralds Catseyes 
Rubies Star Rubies 
Sapphires Star Sapphires 
Chinese Jade —_ Black Opals 
Aquamarines and other 


Precious Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 
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MARQUISE and EMERALD CUT 
DIAMONDS 
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Sapphires 
and 
Star 


Emeralds 
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Pearls 


Sapphires 
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JEROME RICHHEIMER 


20 WEST 47th ST. NEW YORK 






































New Store Planned for Customer Service 
(From page 43) 


at comparatively short intervals practically new arrange- 
ments and stocks.” 

James G. Donavan, Jr., looks after the advertising and 
he puts a great deal of study into laying out “copy” for 
newspaper and other channels of publicity. Preferred 
space only is utilized so that, regularly, will be found 
the advertisement of Donavan & Seamans Co., on the 
first page, lower right hand corner, of the Society section 
of the paper. Young Mr. Donavan is painstaking in his 
selection of type, cuts and general design of the advertise- 
ment. Some specialty is usually “set out” so that the 
attention of a reader is immediately caught. Direct mail 
is also resorted to in a systematic way and a follow-up 
campaign assiduously kept up. 

“We keep,” said Mr. Donavan, “close inspection of our 
replies; note the contents carefully and carry out sug- 
gestions offered by the writers. And I want you to know,” 
stressed the speaker, “that we get many excellent tips 
from our mail customers and correspondents. 

“There is one thing I would like THE JEWELERs’ 
CIRCULAR to impress on the minds of all merchants,” 
said Mr. Donavan: “Never, in any way, misrepresent 
goods, either as to quality, price, or style, to any potential 
customer, whether new or old. ‘Tell them the plain un- 
varnished truth. ‘This, together with treating all who 
come into our store in a courteous, dignified manner, mak- 
ing no exceptions, is one of the main essentials of the 
recognized success of the Donavan & Seamans Co.” 

The store is arranged according to its several depart- 
ments and every foot of space that can be spared is utilized 
for displaying merchandise without cramping aisles or 
room for patrons or visitors. 

The prevailing shades in the main portion of the store 
are green, orchid and silver, a combination that is at 
once warm, inviting and cheerful but not gaudy or flashy. 
The illuminating fixtures are decidedly French in design 
with the circular fins undersurfaced with mirrors, reflect- 
ing the rich colors of the carpet and the gorgeous cases 
filled with scintillating jewels and precious stones. 

In a cozy alcove at the front of the store is a booth 
where customers may retire, examine jewels in private 
and make selections at leisure. At the rear of the main 
salesroom, and cut off by artistically panelled partitions, 
are commodious quarters for the display of silver and 
crystal, chinaware, stationery, leathergoods and novelties, 
a section that is especially popular with ladies. 

On the mezzanine floor are the executive offices, space 
for an optometrist, manufacturing and repair depart- 
ments. 

In the basement, entrance to which is gained by a 
marble staircase, are the polishing and packing depart- 
ments, vaults, safety boxes, storerooms and shipping units. 





A new building is now being constructed at 444 Madi- 
son Ave., New York. It will rise 40 stories and will 
occupy the entire block front between 49th and 50th 
Sts. The building will be of interest to members of the 
jewelry trade because of its accessible location. It is de- 
signed to provide tenants with maximum light and air on 
all exposures. Douglas L. Elliman & Co. are the rent- 
ing agents. 
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WHITELAW BROTHERS 


ARE 


NOW LOCATED 


AT 


48 WEST 48th STREET 
NEW YORK > 


NEW TELEPHONE 
BRyant 9-0123 








DIAMONDS PRECIOUS STONES 

















The Gift To Her Fiance 
THE STAR SAPPHIRE RING 








GEMS OF FASCINATION 


The bestowal of a gift upon her betrothed by the fiancée is a charming 
custom that breathes the romantic spirit of the engagement period. The Star 
Sapphire Ring is suggested as ete a particularly suitable gift for this occasion. 


An exten of Star Sapphire Pine = 
ta pha cuff links and dres 


Louse N. Marx 


551 FIFTH AVENUE NEW YORK 
































Survey of Jewelry Manufacturing 


(From page 73) 


point possible as well as indicate trends in sales from the 
standpoint of every base, whether it be form of ownership, 
age of plant, condition of outlets or according to size of 
groups or relation to selling expense, advertising expense, 
advertising media or any other method of comparison. 
The analyses cover distribution of the concerns according 
to size, form of ownership, age of plant, age of manage- 
ment and types of product manufactured. 

They present facts that should aid manufacturers of 
medium and low priced products as a group in the forma- 
tion of policies relative to distribution and, at the same 
time, aid each manufacturer in appraising the efficiency 
of his individual enterprise. Within the space of a few 
hours, it should be possible for a manufacturer to obtain 
from the tables in this section, all the data pertaining to 
the size or age group of his concern. As a result he has, 
compressed within two or three pages, specific yet numer- 
ous standards which can be effectively used in appraising 
the operations of his enterprise by comparison. The basic 
standards provided in these tables have never been pre- 
viously available to the individual manufacturing jeweler 
and each manufacturer is urged to use them to the end 
that individual and collective efficiency be increased. 

In that part of the report relating to distribution, the 
manufacturer will find a vast amount of facts that will, 
in many cases, surprise him. The report touches on terri- 
torial distributorships ; on practices pertaining to traveling 


salesmen; on sales offices away from plants; on credit 
terms and discounts; on memorandum shipments; on 
transportation costs; on return goods for credit; on mini- 
mum quantities that can be handled profitably; on inserts 
in catalog houses without charge; allowances to catalogs 
for goods illustrated and other subjects of like character. 


Though the subject as treated was based on a selected 
group of distribution practices, they are practices of out- 
standing importance to the manufacturers of medium and 
low priced jewelry. ‘The statistical analyses and sum- 
maries on each subject are presented not only for all con- 
cerns as a single group, but also for each of several small 
groups. 

As to distribution practices the procedure has been fol- 
lowed only in the presentation of the data pertaining to 
salesmen and trend of discounts. All the data given in 
this section can be effectively used by the individual man- 
ufacturer in appraising the operation of his enterprise 
because the data pertaining to all the concerns as a single 
group are characteristic of the various size groups, and 
therefore can be used as standards of comparison by the 
manufacturers within each. 

The last part of the report is given over to the question 
of distribution records and the report ends with general 
conclusions which should be studied carefully by those of 

(Turn to page 87) 





PEARLS 


Pearl Necklaces 
Pearl Scarf Pins 
Pearl Ropes 
Black Pearls 
Single Pearls 


Star Sapphires 
Star Rubies 


7-11 West 45th Street 








Charles T. Dougherty Co., Inc. 


Importers of Pearls and Precious Stones 





New York City 
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ANTIQUE SILVER JEWELRY 


The kind that your customers’ 
grandmothers wore. MODER- 
ATELY PRICED, TOO. Wher- 
ever shown, antique silver jewelry 
attracts the attention of the shop- 
per because it is not only different 
—unusual—and_ distinctive but 
also it carries with it a sentimental 
attachment for a former period. 
The lure of antiques—Our antique 
silver jewelry mostly from the 
Victorian Period is the kind that 
sells—the assortment consists of 
necklaces, lockets, chains, bangle 
and flexible bracelets, and costume 
pieces. Priced from $5.00 up. 



































A comprehensive line of re- 
productions and modern 
creations in 14K Gold set 
with semi-precious stones 
always in stock 


LEO ELWYN @ CO., INC 


23 West 55th Street NEW YORK 





































































Survey of Jewelry Manufacturing 


(From page 85) 


our manufacturers who intend to continue in business on 
successful lines. 
Among the conclusions that stand out are: 


The distinct tendency for the sales of the younger con- 
cerns to increase at a more rapid rate than the sales of 
the older companies. 

Of the total volume of all types of products, 40 per 
cent were electroplated, 19 per cent were gold, 15 per 
cent gold filled or rolled plate, 11 per cent silver, 15 per 
cent miscellaneous. 

That during the six years, 1924-1929, there was an up- 
ward trend in the total net sales of the reporting es- 
tablishments. 

That of the 146 concerns reporting as to sales outlets, 
over 90 per cent sold to jewelry jobbers, over 17 per cent 
to syndicate organizations, over 35 per cent to depart- 
ment stores, over 17 per cent to retail jewelers, 26 per 
cent to retail mail order houses, about nine per cent to 
chain jewelry stores and over 15 per cent to export 
houses. 


(Owing to the class of manufacturers reporting the 
summary of the total sales gives a predominant impor- 
tance to jewelry jobbers as a sales outlet.) 


The average amount of selling expense per $100 of 
net sales in 1929 was about $10.50 or approximately 10 
per cent. During the five-year period, 1924-1929, there 
was an upward trend in selling expense. Of the distribu- 
tion expense, over 4814 per cent is accredited to sales- 
men’s salaries and commissions, 1614 per cent to packing 
and shipping, 11 1/5 per cent to advertising, about five 
per cent to bad debts. 

About 55 per cent of the concerns reporting did not 
maintain sales offices away from their plants but 60 per 
cent of the total volume of business was done by the 
firms which did maintain such offices. 


Nearly 50 per cent.of the concerns representing over 

33 per cent of the total sales stated they did not enforce 

their credit terms strictly. 

The report closes with a chapter giving an example of 
practical utilization of the standards of performance as 
shown by the report, taking the statistics of an imaginary 
manufacturer and comparing them to the charts and 
tables which cover the group in which such manufac- 
turer’s business would be included. 





Diamond Imports Show Steady Increase 


S MALL though they be in amount, imports of diamonds 
each month of the first quarter of 1931 have steadily 
increased in size; the imports of March, according to 
figures especially compiled for THE JEWELERS’ CIRCULAR 
aggregate in all $1,352,440. This while above $286,000 
more than the imports of February and $664,000 more 
than in January was slightly less than the imports of 
March a year ago. Of the total, the value of the cut 
stones imported was given at $1,137,695 and that of the 
rough or uncut $214,745. It is the imports of cut stones 
that have shown the steady increase for the past three 
months. 

Of the rough imported but a small part came from 
the Syndicate (about $41,000) while over one-half came 
from the diamond cutting center of Belgium. Rough 
imported directly from South Africa amounted to $45,535. 








De Witt A. Davidson Co. 


INCORPORATED 








Makers of 
Fine Diamond Jewelry 


and 


Importers of Precious Stones 


Our newly equipped factory and offices provide 
every facility for serving you more effectively, and 
with greater etficiency 



































55! FIFTH AVE., NEW YORK 
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THE JEWELERS’ 


Sales Appeal 


Because of 


Eye Appeal 






Aside from the fact that Peckham Jewelry 
lacks the intrinsic value of the platinum crea- 
tions it so effectively simulates, it has all the 
eye appeal of the genuine. Beautiful fine 
pierced designs, many trimmed in green and 
red solid gold, and finished in the brilliant 
white “Everadiant” (rhodium) finish, give 
Peckham Jewelry strong sales appeal. Many 
wholesalers sell this line. If yours does not, 
write us and we will send the riames of many 
near you who dec. 











Look for J. H. P. 


J. H. Peckham & Sons, Est’d 1893. 
Identify all products of their man- 
ufacture with these initials. 

















* 
J). H. PECKHAM & SONS 


NO. ATTLEBORO, MASS. 
N. Y. SALESROOM 9 MAIDEN LANE 
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CANNOT AFFORD THE GENUINE 
WILL BUY PECKHAM JEWELRY 


1F SHE 
SHE 
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PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 


PERMANENT OFFICE IN THB 
UNITED STATES 


L. SCHIPPER 


62 West 47th St. New York, N. Y. 
Phone BRY { 3064 


BAHREIN 


i, | 


BOMBAY 


willl 
















































































Round and Fancy 
Shapes 


All Sizes. Memo 


Selections Sent 
on Request. 


CHICAGO, ILLINOIS 
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MARCUS FELDMAN 


Est. 1899 
The House of Quality and Values 


Formerly of 1501 Broadway 


Announces the Removal to Larger Quarters, Where in Addition 


to His Regular Diamond Line, Will Manufacture His Own Dia- 


mond Mounted Jewelry and Have Facilities for Special Order 


Work for the Trade. 


NOW LOCATED AT 


062 FIFTH AVE., 


Corner 46th Street 


Telephone BRyant 9-7631 New York 


JULES JURGENSEN—PAUL VALLETTE 


Split-Seconds 







Chronographs — Timers 
SOLID GOLD—FILLED AND NICKEL 


SOLE AGENTS 


HENRY FREUND & BRO. 


20 WEST 47th STREET, NEW YORK 
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THE JEWELERS’ 





E’NITH 


SPORT 
WATCHES 





The vogue for SPORT WATCHES is 
now in the ascendency and these exquisite 
examples of the watch makers’ art by 
ZENITH have gained a place in the 
stocks of the best jewelers. These watches 
are fitted with the celebrated ZENITH 
movements which have attained the 
highest time-keeping perfection—a com- 
bination hard to excel. 


ZENITH WATCH COMPANY 


INCORPORATED 
64 West 48th Street, New York, N. Y. 


POCKET WATCHES, WRIST WATCHES, 
CLOCKS 
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Leonard Krower & Son, 
Inc. 


New Orleans, La. 


OUR BUYERS 


Mr. A. J. Krower and Mr. Henry Weil 
will be located at 


HOTEL ASTOR, NEW YORK CITY, 
from 
May 15th to May 25th, inclusive 





Mr. B. Mattes, Buyer of Clocks, Silverware, 
Art and Leather Goods, will be located at 


PENNSYLVANIA HOTEL, 
NEW YORK CITY, N. Y. 


May 9th to June Ist, inclusive 


























DANIEL LEKER 
MANUFACTURING JEWELER 


FORMERLY 


C. V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


Seed Pearl Jewelry 


SPECIALIZING IN REMODELING 
AND SPECIAL ORDER WORK. 














“TOKIO” PEARLS 


GENUINE PEARLS CULTURED 


DIRECT FROM FISHERIES 
MOST COMPLETE STOCK IN AMERICA 


ZIRCONS 


ALL SIZES — COLORS. - — SHAPES 


GENUINE ROCK CRYSTALS 


NECKLACE CHOKERS 


PAPAZIAN BROTHERS 
DIRECT IMPORTERS 
DIAMONDS, PEARLS, PRECIOUS STONES 
2 West 46th STREET, NEW YORK, N. Y. 
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"Che Debutante” 


Makes its Debut... 


@ Sponsored by Edge, "The Debutante” 

makes its formal bow to the jewelry trade. 

Entirely new in design, different in appear- 

ance, ultra-smart in its simplicity, this new 

P watch attachment will find an enthusiastic 

Mesh in solid gold Feception by today's style-minded Miss. 
or gold filled, green 


or white (Rhodium), 
famous Edge quality, SOLD THROUGH WHOLESALERS 


JEWELRY COMPANY 


480 Washington St., Newark, N. J. 
New York Office: 15 Maiden Lane 





ANNOUNCEMENT 





g| ce CREATING 
e|°* DIAMOND ~ 
B| - 


A. SUDEROV 


Manufacturer of 


DIAMOND MOUNTINGS 


and 


IMPORTER of DIAMONDS 


ANNOUNCES 


the REMOVAL of his 
OFFICES and FACTORY from 


71 NASSAU ST. 


2 W.A7th St.yAS i ‘ 
4 74 West 46th Street 


NEW YORK Tel. BRy 9-1065 
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To help you SELL THEM 





| 


ORHAWM’S 23 attractive full page Spring ads in the country’s leading Class 
Magazines reaching 2,693,556 readers each month, plus 60 newspaper ads 
announcing lowered-prices reaching 5,633,079 readers for 3 consecutive weeks 
are real dealer support. These 83 advertisements are inserted to bring sales to your 
store. A dozen expensive fascinating window displays featuring the outstanding 


pattern of 1931 are being shown from Northern Maine to Southern California. 








and await results! 


GORHAM 


PROVIDENCE, RHODE ISLAND 





1831—A Century of Leadership—193 1 




















@ Nevertheless, the job is but half done. 


¢ To complete it... to derive full benefit 
... to actually secure these half-made sales, 
place Gorham ads in your local newspapers, 


dress your windows with Gorham Sterling, 
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Weddings offer opportunities for selling silver, 
china, glass, jewelry and gifts. Jewelers 
should capitalize these events with some 
sales promotion plan to attract this business 
to their stores. Here are two letters that have 
been used successfully by The Loring Andrews 
Co. of Cincinnati, in featuring its silver, gift 
and stationery departments. 


vv vv 


LETTERS THAT STIMULATE 





Miss £. ¥. Jones, 
123 Grand avenue, 
Cincinnati, Ohio 


My cear Mies Jones: , 


As your wedding approaches, say we be 
of service to you in any way 


You have probably thought of ue in re- 
tation to wedding gifte of sterling and fine 
plated silver, china and crystal ware--but aay 
we remind you that we offer also weddin. invita- 
tions and announcements faultlessly engraved, and 
dainty place cards and favore for the wedding 
Tepast? 


We record with care each gift ryt hg 
us to a bride, so that her friends may, if t 
wieh, consult us, to avoid duplication and = 
harmony of design in their gifts. And we are glad 
to address and gail all wedding carde if it is so 
desired 


If a personal call from one of our staff 
to discuss theese mattere with you will be acceot- 
able to you, we shall be glad to arrange it. 

Very truly yours, 


THE LORING ANDREWS COMPANY. 




















Mre. ¥. £. Jon 
123 Grand ate 
Cincinnati, Ohio. 


My dear Mre. Jones: 


F appreciation of what is beautiful, 
lasting mm practical will determine your choice of 
&@ gift to the bride. Eminently desirable for this 
fo gy are sterling silver and high grade silver 
plat estes ware of the finest seek oryetal, china 
Cnguisste in design and texture 


The Loring a Company invite you to 
allow us the pleasure of helping you in your selec- 
tion. Whether it be an addition to the La silver, 
&@ complete tea set, service plates, a bonbon 
or any one of a hundred other appointments for the 
new menage, we are prepared to serve you 


While you are in the store, we invite you 
to vieit aleo our stationery department, where we 
have on hand correct stationery for all occasions and 
events, tremendously emart imported paper, cards, rib- 
bons, tissues and the like. Immaculate engraving, 
and, when desired, the mailing of invitations and an- 
nouncements direct ag here, are likewise forme of 
service that we offe 


You will find that we carry a broad selec- 
tion of the best, chosen with discrimination. 





Very truly yours, 
THE LORING ANDREWS COMPANY. 
JLC:HO 
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SILVER SALES 


D uring the past five years 
the silver department of The Loring Andrews Co., Cin- 
cinnati, Ohio, has shown a healthy growth as well as a 
persistent increase in popularity with those selecting sil- 
verware for wedding gifts and the personal silver of the 
bride. The development of this business has been to 
some extent caused by a series of well prepared letters 
sent to the prospective bride, relatives and friends. 

Letter A—Addressed to the bride, is skillfully pre- 
pared to merchandise silver, china and glass, with special 
emphasis directed to the stationery department. The let- 
ter assumes that the bride has already considered the store 
in her selection of silver with the statement, “You have 
probably thought of us in relation to wedding gifts of 
sterling, etc., etc.” In addition to the merchandise which 
it has to offer, mention is made of a record kept of each 
gift sent to the bride, so her friends can avoid duplication. 
If it is so desired, the store will gladly address and mail 
the wedding announcements. The services of a member 
of the staff is proffered, who will gladly make a personal 
call. 

Letter B—directed to friends of the bride, is an appeal 
to select their wedding presents at the Loring Andrews 
Co. There is a tone of courteous, friendly service vibrat- 
ing throughout the letter and one that glows with 
warmth and an inclination to make your visit to the store 
a pleasant one. This is the human touch that distinguishes 
good from poorly written letters. The personality of an 
institution can be conveyed in a letter, and the construc- 
tion of the two illustrated on this page are splendid ex- 
amples of this accomplishment. 

In compiling your mailing list, check carefully the 
initials and spelling of each name and the address. No 
matter how cleverly your letter may be written, if the 
name or address is wrong, the entire impression is greatly 
lessened. 

Fill-ins, that is, the individual name on a circular letter, 
must match the body of the type. If you can’t have this 
done in your community, select a nearby city that has 
competent letter firms who make a specialty of this work. 

Make your letter bristle with dignity and prestige, as 
that is the great asset of the jewelry business today. Don’t 
misinterpret this for “high-hat.” As an example, you will 
note that plated-ware is mentioned in the letter addressed 
to the bride. Plated-ware in this fine store is not only 
carried, but is featured in a separate room on the lower 
floor of the store. The department consists of four large 
display wall cabinets together with selling tables upon 
which displays are arranged. It was explained that this 
room permits a customer to select good plated-ware in 
comfort and in an impressive atmosphere. It is designed 
to provide for the customer who wants to spend $5 or $10, 
the one who often goes to the department store for mer- 
chandise of this type. 


i 
i 
u 
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Fi profits for the store that 
is known as trophy 





headquarters oS 


Now the amateur sports’ season is in full 
swing — meets, matches, races or tourna- 
ments of some kind almost every week. And 
each event means a trophy for the winner! 

It’s the dealer whose store is known as 
Wallace Trophy Headquarters who will reap 
the profits from all these contests. If you 
haven’t received this handsome Trophy Cata- 
log — write for it today. It is filled with ap- 
propriate prizes for every event you can think 
of — at a wide range of prices. And Wallace 
will design and execute special order trophies 
for outstanding events. 

Wallace has mailed a wall chart of trophy 
recommendations directly to the trophy 
chairmen of leading golf and country clubs. 
You may have this same chart on request. Of 
course, you'll make it a point to let the chair- 
men in your vicinity know that you are 
Wallace Trophy Headquarters. We have a 
set of post-cards that will do the trick for 
you. Just write for them 
when you order your 


trophies. 


i ieiven want this _ striking 
Wallace display for your window. 
Display it once a month all year 


long — keep people reminded all 





the time that you are Trophy 
Headquarters. 


R. WALLACE & SONS MFG. CO. 


Silversmiths — Wallingford, Conn. 





NEW YORK LOS ANGELES CHICAGO PHILADELPHIA SAN FRANCISCO 
411 Fifth Ave. 811 W. Seventh St. 10 Se. Wabash Ave. 1204 Chestnut St. 140 Geary St. 


Wallace are designers and makers of tableware, dresser silver and trophies in Sterling; tableware 
and trophies in Silver Plate; Early American and De Luxe Pewter .......- Founded in 1835 


MEMBERS OF THE STERLING SILVERSMITHS GUILD op: AM ERTEA 

















Wide World Photo 


Above—Center piece of New Court Table service for 


King Zogu | of Albania 


Right—Ancient Howard Grace Cup offered for sale by 


Duke of Norfolk 


Silver Cups—Old and New 


A 

Lonpon, May 5.—One o:®1e most important pieces 
of silver to be sold this year gs announced to go on the 
block at Christie, Manson & Woods, in London, May 
12. This is the Howard Grife Cup, a beautiful work 
of ivory and silver gilt, bearipg the London Hallmark 
of 1525, which has been in ane of the family 
of the Duke of Norfolk for mariy centuries. 

The work which is mentioned and described in many 
of the famous works on silver is also known as the 
Thomas a Becket cup which, at one time was believed 
to have belonged to the celebrated Archbishop of 
Canterbury. The cup, or probably the ivory part of 
it, was presented or bequeathed to Queen Catherine of 
Aragon, the first wife of Henry VIII by Sir Edward 
Howard, Lord High Admiral, and it is probable that 
Queen Catherine had the silver gilt mounting put on it. 

The cup is jeweled with pearls and garnets and is sur- 
mounted by a figure of St. George slaying the dragon. 
The cover is formed of a circular moulded ivory plaque 
lined with silver gilt. The lower edge is mounted with 
a broad band pierced and chased in the same manner as 
the band which encircles the foot, with arabesque foliage 
and small vases of a Renaissance design. Between these 
are collet garnets and clusters of pearls. Below this band 
is a twisted cord, and above an edging of fleur-de-lys-like 
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ornaments. ‘The foot is shaped as a high circular pedestal 
of silver gilt with lower borders of beading and cording 
and has a band with masks. 

The Queen subsequently restored it to the Howard 
family in whose possession it remained until its sale was 
authorized by the head of the family, the Duke of. Nor- 
folk, with the consent of the trustees. 

The piece is 12% inches high and 4 inches in diameter 
of the lip. 

* * m” 

While London will, at Christie’s auction, May 12, 
see one of the oldest examples of silversmithing in the 
Howard Grace Cup put up by the Duke of Norfolk, 
Vienna is viewing one of the newest examples of silver- 
smithing for royalty on which 26 of its most skilled gold 
and silver craftsmen have been at work for six months. 
This is the court table service for King Zogu I of 
Albania, designs for which were made by Prof. Ott 
Prutscher. The service is for 60 people, includes 2200 
pieces and worth approximately $30,000. 

Illustrated herewith is the huge centerpiece made for 
flowers, on the side of which are the coat-of-arms of 
Albania and at the end of which are depicted the moun- 
tain goat and eagle, the emblems of this country. 

All of the pieces are of fine silver, heavily gold plated. 
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Hospitality Luewed in Silva. . . 


Home has always been the center of true hospitality . . . the dining table the very heart of it! 


Graced with lovely STERLING, all in the same matching pattern, the thoughtfully appointed 
table presents an atmosphere of dignity and charm—contributing so much to the art of 
gtacious entertaining. And if the hostess is so discerning, as many are today becoming, as 


to select one of the correctly styled *rREASURE patterns—then, there is presented a perfect 


picture of harmony, rare beauty and exquisite taste. » » » » 


WILLIAM AND MARY *Treasure Solid Silver is dpigned in all the R O G E R S ° LUN 7. & B OW LE N CoO. 


STYLE accepted decorative styles, whether Early Amer- é 
ican, Early English, Georgian or Spanish, thus Silversmiths » CREATORS OF DISTINCTIVE TABLEWARE 


permitting you to choose a pattern which will har- 


monize with the decorative ensemble of your din- GREENFIE a D, MASSACHU SET TS 


ing room. Write for a copy of the portfolio, "The 3 ‘ ‘ . ° 
Modern Way to Choose Y our Silver.” Dept. A-3. Member of the Sterling Silversmiths, Guild of America 


The above is a reduced size reproduction of the full page advertisement which is now appearing in the May issues of VOGUE, 
VANITY FAIR and HOUSE & GARDEN magazines—national class publications. 





















Dean of the Silver Industry Retires 


Handy & Harman announced the retirement of John 
F. Harman as chairman of the board and Joel L. Bush 
as treasurer, on May 1, on which date Mr. Harman 
celebrated his 87th birthday and completed his 64th 
year with the company. Mr. Bush has been with the 
company since 1900. 

While the firm of Handy & Harman was established 
in 1867, it is able through the acquisition of the Charles 
S. Platt Company to trace its business lifetime for a 
period of 107 years. Handy & Harman are best known 
through their connection with the world silver market 
and their daily quotation of the silver price; they fill an 
important place in the production and refining of the 
precious metals for manufacturing silversmiths, jewelers 
and other industries. Their principal plant is located 
at Bridgeport, Conn., and branch plants are at Provi- 
dence, R. I., and New York city. 

The officers of the corporation are: President, Cortlandt 
W. Handy; vice-president, Gustav H. Niemeyer; secre- 
tary, H. Walter Spaulding, and treasurer, Howard W. 
Boynton. 


Wholesalers to Meet at Chicago June 4 and 5 


PHILADELPHIA, May 5.—The 24th annual convention 
of the National Wholesale Jewelers’ Association will be 
held at the Edgewater Beach Hotel, Chicago, June 4-5. 

Among the outstanding features of the meeting will 
be detailed reports on the nation-wide survey of the 
wholesale jewelry business conducted by the Department 
of Commerce at the request of the association. A session 
will be devoted to the discussion of conditions surround- 
ing the distribution of a group of lines generally handled 
by members. 








Andries Meyer Dead 


Andries Meyer, for the past 27 years president of the 
Diamond Workers Protective Union of America and 
president of the Diamond Workers Mutual Assistance 
Fund, died April 22 at his home at 1777 Ocean Park- 
way, Brooklyn, New York, after an illness of four 
months. He was 62 years old. The funeral was held 
April 26 from the Fiarchilds Funeral Parlor with in- 
terment in Mt. Carmel Cemetery. 

Mr. Meyer was born in Amsterdam, Holland, in 1869, 
coming to this country early in 1895. His first employ- 
ment here was with Stern Bros. & Co. In 1903 he 
effected the reorganization of the diamond workers, the 
association then being known as the Diamond Polishers 
Association. Thereafter he was reelected president of 
the association every two years until his death. 

Surviving are the widow, three daughters and a son. 





The Wholesale Jewelry Trade in Milwaukee 


MILWAUKEE, Wis., May 5.—The report on the 
wholesale trade of Milwaukee, issued yesterday by the 
Bureau of the Census, shows that there are eight whole- 
salers in the jewelry line in this city, one dealing in clocks 
and watches, and seven carrying a general jewelry line. 

The annual net sales of these wholesalers is given as 
$1,112,675 and the stock on hand at the end of the 
year (at cost), $278,754. The number of employees 
is given as 52 and the salaries and wages paid, $278,754. 
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| Silver positively cannot 
tarnish in these... 





TARNISH DROO 
1 CHEST 


SILVERWARE 








Patent No. 1791594 





Advertised in and guaranteed by 
Good Housekeeping,and approved 
by several thousand users 


You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to 
keep the silverware they already have 
from tarnishing. 


THESE CHESTS ARE NOT TO DISPLAY SILVER IN 


Write for catalogue and prices 


Associated Silver Company 
4452 Ravenswood Ave., Chicago, also 
E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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SELLING POWER for SPRING BUSINESS 


Aut SteruinG Sitver has value—BUT only fine craftsman- 
ship can create selling-power, the only real retail value! If 
you are a jeweler, buy craftsmanship! Buy the superior 
ability and experience of artists and artisans who now 
create unmistakable ‘‘extra values’’ and selling-power in 
modern Watson-mark tableware. 


For this season of weddings and anniversaries, and for those 
who want ‘‘something more than Sterling’ we here present 


a few potent suggestions. Tue Watson Company, 22 Wat- 
son Park, AtriteBoro, Mass., U. S. A. 


New York City Chicago Los Angeles 
347 Fifth Ave. 37 So. Wabash Ave. 643 So. Olive St. 


TRA 


atson Stet 


A BUDGET PLAN TO 
BOOST YOUR SALES 
The first and simplest of all 
budget plans was offered by The 
Watson Company. No expense 
to jewelers — easy to operate. 
Write for particulars. 
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Combs Re-elected to Head Nebraska Association 

Lincotn, Nes., April 15.—T. L. Combs, Omaha, 
was reelected president of the Nebraska Retail Jewelers’ 
Association at the annual meeting held at the Lincoln 
Hotel here yesterday and today. Omaha was chosen as 
the 1932 convention city. More than 60 delegates at- 
tended the annual dinner. 

F. C. Calhoun of Pawnee City was chosen vice-presi- 
dent, and Rudolph Henrickson of Omaha, secretary- 
treasurer. Directors elected are: F. A. Hannis, York; 


C. A. Tucker, Lincoln, and Robert Meyer, Grand Island. 





Texas-La. Jewelers at Dallas 

Da.ias, Tex., April 15—Members of the Texas- 
Louisiana Retail Jewelers Association met at the Baker 
Hotel here April 13 and 14. Officers were reelected as 
follows: L. P. Tully, Dallas, president; Clifton Lenz, 
Dallas, first vice-president; A. E. Gordon, Shreveport, 
La., second vice-president; E. J. Palm, Austin, Tex., 
secretary. 

Directors for the year are: J. C. Anderson, Lubbock, 
Tex.; J. A. McKinnon, Austin, Tex.; G. N. Pressly, 
Abilene, Tex., and I. J. C. Holland, San Angelo, Tex. 
(reelected). New directors are J. H. Linn, Denison, 
Tex., and E. B. Malone, Brady, Tex. 

A demonstration of diamond setting was given and 
motion pictures were shown of the manufacture of silver- 
ware and the making of watches. 

Texas-Louisiana travelers were hosts at a dinner on 
Monday evening. 





Oklahoma Convention 

OKLAHOMA City, OxKta., April 18.—At the annual 
convention of the Oklahoma Retail Jewelers’ Associa- 
tion, held here April 13 and 14, officers were elected as 
follows: President, A. Y. Boswell, Tulsa; first vice- 
president, N. C. McCoy, Cushing; second vice-president, 
J. W. Owsley, Chickasha. 

Myron Everts, regional vice-president, represented the 
A. N. R. J. A. and discussed its accomplishments. Other 
speakers included C. L. Strange, St. Louis, and A. F. 
Eisenbeiss. The resolution offered aid to the Jewelers 
Guild while declining to give up the Oklahoma asso- 
ciation. 


Van Cleef & Arpels, Inc., to Close New York 
Business 

Present economic conditions have made it necessary 
for Van Cleef & Arpels, Inc., retail jewelers at 675 Fifth 
Avenue, to withdraw permanently from business in New 
York. The firm has decided to close the New York 
store within the next few weeks. When the store was 
opened in October, 1929, it was considered one of the 
show places of Fifth Avenue. Furniture and fixtures 
are said to have cost nearly $200,000. 

The Greenleaf & Crosby Co. of Palm Beach and 
Miami Beach, formerly affiliated with Van Cleef & 
Arpels, Inc., will offer the entire stock of merchandise 
formerly displayed by Van Cleef & Arpels, Inc., to the 
public. 

The Greenleaf & Crosby Co. is to continue in busi- 
ness in Palm Beach and Miami Beach and will open an 
office and showrooms in New York. 
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Prices—Attractive 


TRADE MARK 


Be 


823)\/000 


Remarkable Downward Revision of Prices 


» 


These are the most extraordinary reductions ever 
associated with sterling silver of established merit. 
These unparalleled prices will be in force only dur- 
ing the present market condition. Complete tea 
and dinner services to match. 


Tea Spoon Medium $10.00 Doz. 
Medium Forks 24.00 ” 
Medium Knives 21.00 ” 
Oyster Forks 11.00 ” 
Salad Forks Ind. 15.00 ” 
Bouillon Spoons 14.00 ” 
Cream Soup Spoons 15.00 ” 
Butter Spreaders 12.00 ” 
Ice Cream Forks 15.00 ” 
Ice Tea Spoons 18.00 ” 
Sugar Spoon 1.25 Each 
Butter Knife 2.00 ” 
Cream Ladle ye es 
Gravy Ladle 325 =* 
Olive Fork lm * 
Lemon Fork ie 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Specialty 


The Schofield Company 


Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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PEWTER 4 POOLE 





MAINTAINED QUALITY 
is ALWAYS an 
ASSURANCE OF 
FAIR VALUE 


and all merchants recognize fair value as the 
banner of steady profits. 


Poole Pewter has ignored the opportunities 
of temporary profit and persistently main- 
tained its high quality. Prices, of course, have 
been reorganized—reflecting current raw ma- 





terial and other lower production costs. 


Now, when the consumer is less hysterical 
and more critical of fair value, no one can cast 
a doubting eye at Pewter by Poole or the 
jeweler who sells it. 


An illustrated Catalog and Price List, showing 
the wide variety and beauty of patterns in 
nationally advertised Pewter by Poole will be 
mailed at your request. 


| OO 6 & 


SILVER COMPANY 


MAKING FINE PEWTER FOR 35 YEARS 


TAUNTON, MASS. 


NEW YORK .- 















BOSTON .- 





CHICAGO .- 





SAN FRANCISCO 








































Minnesota Jewelers Deplore Attempt to Form 
Zone Organizations 


MINNEAPOLIS, May 2.—John M. Geist, St. Paul, 
was reelected president of the Minnesota Retail Jewelers’ 
Association at the annual convention held at the Nicollet 
Hotel April 27 and 28. Others reelected were L. G. 
Kickul, Fulda, vice-president; E. M. Schwenke, New 
Richland, secretary; J. S. R. Scovill, Austin, treasurer. 
E. W. Kohlsaat, St. Paul, was reelected director for three 
years. It was decided to let the executive committee 
select the place for the next convention. 

In their resolutions, the Minnesota jewelers not only 
pledged hearty allegiance to the A. N. R. J. A. and voted 
thanks to its officers, but deplored any attempt at form- 
ing counter organizations of zone districts that would 
disturb the present established association within state 
lines. 





Midwest Jewelers Guild 


Kansas City, Mo., May 5.—The Midwest Jewelers 
Guild, which was tentatively formed here in February at 
a meeting of jewelers from several mid-western states, 
was molded into a permanent organization, April 26 and 
27. The meeting was held in the Hotel Baltimore when 
speakers of ability presented subjects of interest to the 
industry, a constitution and by-laws were adopted and 
officers were elected as follows: 

Frank Bangs, Salina, Kans., president; W. J. Brecken- 
ridge, Hastings, Neb., vice-president; Fred Sands, Kansas 
City, Mo., secretary-treasurer. 

The territory covered by the guild comprises Missouri, 
Kansas, Nebraska, Oklahoma, southwestern Iowa and 
Western Arkansas. There are 10 districts in this terri- 
tory. 

A board of governors consisting of 10 men, one from 
each district, together with the officers will decide ques- 
tions regarding the activities of the association. The 
governors elected at the convention are: C. E. Carlstrom, 
Marshall, Mo.; Harry G. Butterfield, Joplin, Mo.; J. C. 
Duffenbach, Bartlesville, Okla.; W. C. Dean, Oklahoma 
City, Okla.; Leonard Fort, Emporia, Kans., H. J. 
Tholen, Hays, Kans.; Fenton B. Fleming, Lincoln, Neb, 
and Edward B. Fanske, Pierce, Neb. Representatives of 
districts in Arkansas and lowa will be appointed by the 
officers of the guild. 

It is planned to hold monthly meetings in the districts 
and to work out an educational program for the benefit 
of the entire membership. 





Missouri Jewelers Re-elect Officers 


Kansas City, Mo., May 5.—The 25th annual meet- 
ing of the Retail Jewelers Association of Missouri was 
held Monday morning, April 27, in the Doric room of the 
Hotel Baltimore. This was an executive session. 

The association endorsed the activities of the A. N. R. 
J. A., including the new idea presented at the Massa- 
chusetts convention, which is known as the “New Rela- 
tion in Our Industry.” 

All of the officers of the association were reelected. 
They are: Oliver Selle, St. Louis, president; E. P. Bur- 
man, Springfield, vice-president ; Fred Sands, Kansas City, 
secretary-treasurer. 
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SILVER PLATE 
STERLING 
PEWTER 
ONYX 
TROPHIES 
ELECTRIC CLOCKS 


—_—S5 


ALWAYS ON HAND FOR 
IMMEDIATE DELIVERY 


eee 


J. W. JOHNSON 


ILVERWARE 
INCE 1869 


14 Maiden Lane 
NEW YORK 


1 W. 47th Se. 



































TROPHY CUPS 


A large selection of pewter and silver-plated loving 
cups at exceptionally low prices. Fast service— 
shipment sent out the same day your order is re- 
ceived. 


Send for complete catalog. 


Manufacturers of Authentic Reproductions of 
Old Colonial Pewter 


THE MERWIN-WILSON COMPANY 


New Milford Connecticut 
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PURE SILVER ANODES 


SILVER 


IN ALL SIZES 


STERLING SILVER 


IN SHEET, PLATE, CIRCLES, WIRE 


~>ILVER SOLDERS 


IN ALL FORMS AND GRADES 


THE AMERICAN PLATINUM WORKS 


N.J.R.R. AVE. AT OLIVER ST. NEWARK, N. J. 









“STERLING” 


(Webster’s Dictionary) 


“Genuine; pure; of excellent 
quality.” 


v v Vv 


Our Sterling Silver Is All 
That The Word Implies. 


v Vv v 


We Invite Your Trial Orders. 
They will prove our asser- 
tions. 








Have you ever ob- 


served Old Irish Sil- 


ver—n oted its 
marked character- 
istics? 

There is a_ certain 
quaintness, an irresis- 
tible charm in it all. 
The Dublin smiths 


followed, more or 


less closely, the same 


217 EAST 38th ST. 











modes as their Lon- 
don fellow craftsmen 
but always with a 
strong individuality 
that is unmistakable 
and which never fails 


to impress us. 


Our reproduction is 
after an urn by 
Charles Townsend 


Dublin, 1771. 





CURRIER &© ROBY 


Silversmiths 


NEW YORK 
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Through a 100 Years of Silver Selling 
(From page 49) 


silver isn’t very likely to be interested in the silver display 
room, but where wealthy people, are making a selection 
for a fine wedding gift, or replacement of silver, it is 
much easier to exhibit silver in the proper surroundings, 
the atmosphere in keeping with the good taste of the high 
class home. 

Stepping from the elevator, various tables are seen 
containing silverware of different periods. On one of 
the smaller tables are arranged in groups a number of 
patterns, where the difference can be seen with greater 
ease. 


Miss Blanche Craig, secretary-treasurer of the 
company, said: ‘We find that it makes it so much | 
easier for the customer to visualize just how the | 
various patterns would appear in the home. It 
also opens up various suggestions to them as well 
as to us.” 


Everything in the silver display department is in keep- 
ing. The walls are of gray, while the floors are of wide 
boards, in natural color, merely finished with a wax 
dressing. Lighting is semi-indirect, and of course more 
modern. ‘The section is quiet, and selection can be made, 
without any interference. 

Whereas the first floor is modern in every respect, the 
second floor jumps back to the period of 1800 and be- 
yond. ‘There are no floor coverings, or table coverings 
used in the silver department. 

The exhibits remain in place, as they are. It would 
be too big a job to put them away at night. Every piece 
carried in the silver room, is also found in the wall cases, 
floor cases, etc., on the first floor, where plated silver is 
located on the south side of the store and sterling on 
the north side. The silver on display in the silver room 
is therefore really a sample line, from the regular stock. 
This silver room has no connection directly with the 
Lemon Silver Galleries, a department owned by the cor- 
poration of Lemon & Son, but located at 223 East Broad- 
way, several blocks away. 

C. M. Bryant, president of the company, in discussing 
the silver exhibition room, said: “In so far as we know 
we have the only jewelry store in America that is fea- 
turing complete lines of new silverware displayed on or 
with antique furniture, creating a real setting for it. 
Whether or not it will continue to be a really good sales 
argument for silver, after the newness and curiosity has 
worn off, will remain to be seen. We believe that it will 
continue of interest, and that buyers, seeking fine silver 
in quantities, will wish to take the short trip to the 
second floor and there see our silver as laid out in set- 
tings favorable to it. 

“This room is also in keeping with the age of Lemon 
& Son, which was established in 1828, and which has a 
background of 103 years.” The company is still in the 
hands of its original founder’s family, James Inness 
Lemon. 

Lemon & Son do not keep one person on the silver 
sales floor. In fact lights are turned on in the depart- 
ment when customers are taken to it. No one person is 
in charge of silver sales. The entire sales organization 
knows its silverware, 
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Sometimes WE 
are surprised 


UT we try not to show it... 

This time a husband said 
his wife was arriving in 10 min- 
utes, and could we help him ar- 
range a surprise dinner party 
for her? Here was a list of 12 
guests... would we telephone 
them and “‘fix things up’’ while 
he dashed to meet his wife at 
the station? There were 14 at 
that dinner...and his wife was 
really surprised! 


It’s our belief that a hotel 
should do more than have large, 
airy rooms, comfortable beds, 
spacious closets. Beyond that, 
we daily try to meet the sur- 
prise situation (without sur- 
prise), no matter what the 
guest wants. 


Extra service at these 2 5 


UNITED HOTELS 


NEW YORK CITY'S only United ... .The Roosevelt 


PHILADELPHIA, PA....... The Benjamin Franklin 
CURTIS cet ccicceccadwas The Olympic 
WAGNER a cenencccens The Bancroft 
ere The Robert Treat 
PATERSON, N. J.....-- The Alexander Hamilton 
TRIIPONE, TED. a cenccccscacues The S-- »-Trent 
HARRISBURG, PA. ....2.-+-000- The Penn-Harris 
MEME De oavietannnesiadnad The Ten Eyck 
SRR i vo casiicccteexae The Onondaga 
DOI 5 cc nkceecccdnced The Seneca 
NIAGARA FALLS, N.Y... -- +++ eeeeee The Niagara 
ee er re ee The Lawrence 
AE OI is a hc dertectionecas The Portage 
WE I ick deccecatucnnacecas The Durant 
HAMEAG CHES, MOK ccc ccicccsecss The President 
WEN ANE dc occ cccacenae El Conquistador 
SAN FRANCISCO, CAL. .......... The St. Francis 
SHREVEPORT, LA. ....- The Washington-Youree 
PUNE GORANI, BAS dec ccccciccce The Roosevelt 
MEW CORRE EAS 6 < bcs csscicccc The Bienville 
TORONTO, ON Te occ cccccccce The King Edward 
NIAGARA FALLS, ONT. .........-02 The Clifton 
WINDSOR, ONT. .........-- The Prince Edward 


KINGSTON, JAMAICA, B.W.1I.. The Constant Spring 


mt 
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— ABSOLUTELY NEW 
SPORT PRIZES 


Crystal and Sterling 
Mounted 
Trophy Vases 


ity 


HAWKES 


on each piece 


Copper Wheel Hand Engraved 
(Not Etched) 








These trophies were de= 
signed to be useful as 
well as ornamental and 
their use as flower vases 
will appeal to everyone. 


A striking novelty feature are the re= 
movable inscription shields. These 
shields can be removed for engrav= 
ing by turning button to the left. 
Illustrated booklet will be sent on request. 


T.G. AWKES & CO. A\ 
CORNING, N.Y. 22 qa 


LL ag) Dy 
Makers of Rock Crystal Glassware for Over Half a oo - 7 

































Summertime Gifts 
for 


Modern Homes 







Sg TAL ETL A 


A recent offering 
to the retail trade, 
this photograph box 
for the library table 
is of rare Carpathian 
maple, inlaid with 
birch. Its dimen- 
sions are 16 by 12 
by 2% inches deep 
and it retails for $10 









These potted plant 
holders are just the 
thing for the modern 
home in Springtime. 
They come in silver- 
plate and in pewter, 
have brass arms and 
retail for $4.75 and $4 
respectively, complete 
with black pots 































This combination salad fork and 
: serving tong has innumerable uses 
—_ and is an extremely welcome gift 
This piece of sterling silver table 
equipment retails at $10 








“Bucking Broncho’’ book-ends for the 
masculine study make an attractive appeal. 
They are in glazed English clay pottery. 
They retail at $10 a pair and may be had in 
either a black or an Egyptian blue finish 





Black gumwood trays for tea and bever- 
age service will be used on the sun-porch 
during the Spring evenings. These trays 
come in sets of three, each of a different 
size, and retail at $30 a set. A gilt mono- 
gram decoration goes with each tray. Indi- 
vidually, the trays retail for $8, $10 and 
$12, according to size 
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COMMUNITY CHINA 
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to help the ] eweler sell more 





COMMUNITY PLATE 


. 9 > . e . a . . . e . 
nto the jeweler $ Spring selling season, © ommunity injects the strongest sales stimulus 





in three fast-selling Community designs 


ever devised for Community Plate. China 


to match € ommunity Plate —is going to the women of the country in an advertising drive 


that averages 2,000,000 color pages every six days. Every page is a Community Plate 


page, selling Community design in Silverware and in China creating China sales that 


mean Silverware sales as well — making every past Community Plate sale a China 


prospect and opening a new and fruitful China market for the jeweler. The cam- 


paign is going on now. 














be % 
YOUR CHILD AND THE MOVIES. By stier Roneory Rowemaat 

















arate veer wow to conte 
* 


DELINEATOR 











COMMUNITY 


PLATE 





LEADERSHIP 


DESIGN AUTHORITY 
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You Should Carry Our China 

Because— 

1. Rosenthal China is internationally known as among 
the finest obtainable. 

2. We carry complete stocks in New York of a color- 
ful—almost unlimited variety—of smart patterns to choose 
from to suit every purse and occasion. 











QUICK TURNOVER EXCELLENT PROFITS 
Moderately Priced 





2 Orelay 
3 Parsival 

4 Cladmere 
5 Santa Rosa 
6 Devonshire 
7 Linnie Lee 
8 Premier 

. 9 Sunray 

. 10 Vienna 

11 Royal 

. 12 Belrose 

. 13 Phoenix 

. 14 Floranada 


We Have 


50 


Patterns 
In-Stock to 
Select from 


3. Because your customer has 
the choice of any conceivable com- 
position of set desired—or any single 
item imaginable for the table. 

4. The variety of patterns is so large that the ensemble 
idea so much in vogue with the smart hostess to make 
her table interesting and characteristic can easily be 
carried out. 

5. Because your Rosenthal patterns are—of course— 
confined to your store exclusively. 


Please write in for samples and prices 


149 Fifth Ave. THE ROSENTHAL CHINA CORP. New York 














rk 





; are little 


stationery departments in big stores, but here is the story 
of a big stationery department in a little store. The term 
“Little Store” is used only relatively, as in Utica, N. Y., 
the W. B. Wilcox Co. has the reputation of being one of 
the big jewelry firms of that city. Stationery receives 
equal attention in this jewelry store with other lines of 
merchandise. The development of this department has 
proven profitable and one of the most important in the 
volume of this store. 

“Practically every jeweler in business today to be suc- 
cessful must have an additional department added to his 
business other than that which is recognized as a regular 
jewelry line,” said W. D. McNeil, manager, in discuss- 
ing the stationery department of W. B. Wilcox Co. Some 
prefer gifts, others concentrate on china and glass but 
our selection is stationery. Over a period of years, we 
have intensely developed this end of our business and to- 
day it represents one of the most important units in our 
sales volume. 

“The business consummated in the stationery depart- 
ment approximates 25 to 30 per cent of our annual sales. 
This has been accomplished by intense selling energy and 
and a plan to attract the fine social stationery trade to our 
store. We scan carefully the newspapers for wedding 
announcements. From other sources of information re- 
vealing wedding dates, we receive additional data. This 
is followed up in some instances with telephone calls and 
other forms of publicity. Because of the large calling 
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Stationery Increases Sales Volume 








In this stationery department the W. B. Wilcox Co., 

Utica, N. Y., does 25 to 30 per cent of its annual 

sales volume. How you can organize a stationery 

department and build sales is revealed in this article 
by W. D. McNeil, manager of the firm. 








card business which we enjoy, we are generally looked 
upon by many as the store in which to secure fine station- 
ery. We receive considerable business which naturally 
trends in our direction. 

“We have in our files over 15,000 plates from which we 
have engraved some form of stationery, mostly calling 
cards. Clarence W. Miller, who is in charge of this de- 
partment, has been with us for many years and has a 
broad acquaintance in Utica. This contact through the 
stationery department is valuable in producing business. 

“The wedding announcement stationery business stimu- 
lates the other departments of our store. Often when the 
bride comes in to select her wedding stationery the groom 
accompanies her. Although he may have never been in 
the store before, this gives us an opportunity of selling 
him the wedding ring and other items of jewelry. Of 
course, silverware receives its compensation because of the 
stationery department. When the announcements are re- 
ceived and our firm name is embossed on the flap, the in- 
ference is that the bride has selected her pattern of 
flatware in our store. If an item of silverware is being 


(Turn to page 115) 
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THE PAIRPOINT 
CORPORATION 







New Bedford, Mass. 
43-47 West 23rd St. - - - - New York City 
150 Post St. - - - «+ «- «= San Francisco 












Manufacturers of: 






CRYSTAL and COLORED 
GLASSWARE 








SILVER-PLATED 
HOLLOWWARE 










LEXINGTON DESIGN 


A 194 Bowl 
12 inch PEWTER 
14 inch 
16 inch 


1600 Candle 
1034 inch PRIZE CUPS—TROPHIES 


4 FINE ARTS—LAMPS 


16 inch 


















HEN a hostess se- 

lects this stemware, 
then whispers its price to 
another, the inevitable 
happens. Another cus- 
tomer for you! This con- 
tinues .. . and soon you 


re-order. 


No. 7662: deep etched ‘‘Rosalie’’; 
sparkling Topaz bowl on fancy Crystal 
stem and foot. No. 7606%%: deep 
etched silvery ‘‘Carlton’’; Crystal bowl 
on square Crystal and Black patented 
cased stem. 0. 7620: deep etched 
‘Priscilla’; Crystal bell bowl on Black 
and Crystal patented cased stem. Write 
for prices. 


Morgantown Glass Works 
Morgantown, W. Va. 
Our representatives cover the country 


“Turnover Topics” tells how to sell 7620 \ 
glass. Mailed monthly to dealers who 
request it. 


































Maryland—Delaware—District of 
Columbia Convention 


Tri-State Meeting at Wilmington a Big Success. Over 
300 Attended Gathering 


Witmincton, Det., May 6.—Over three hundred 
attended the'17th annual convention of the Maryland- 
Delaware-District of Columbia Jewelers’ Association in 
the Du Pont-Biltmore Hotel, here May 3, 4 and 5. 
President Arthur J. Sundlun presided. 

On Sunday afternoon delegates registered and attended 
a musical concert. Following a buffet supper, Rabbi 
Henry Tavel delivered an address. 

At the Monday morning session, Clinton B. Conway, 
illuminating engineer, gave an address on store light- 
ing. Edwin F) Lilley, president of the A. N. R. J. A., 
spoke on association activities Charles M. Banks, presi- 
dent of the Wilmington Jewelers’ Association, welcomed 
the visitors, John Guernsey, of the Bureau of Census, 
spoke on “Significant Trends in Retailing” as revealed by 
the new nation-wide census of retail distribution. 

At luncheon an address of welcome was made by Wil- 
liam N. Cann, president of the City Council of Wilming- 
ton and following luncheon the women visitors were taken 
to Longwood. 

At the afternoon session Jacob Engel, president of the 
National Wholesale Jewelry Trade Association, discussed 
the “problems of the jeweler from a wholesaler’s point 
of view.” Eugene C. Sheeler, chief, Special Trade Studies 
Section Merchandising Research Division, United States 
Department of Commerce, talked on the subject, ““The 
Place of Market Researching Business.” 

Bartley J. Doyle, president of the Keystone Publishing 
Co., Philadelphia., addressed the jewelers. President 
Lilley, of the A. N. R. J. A., took exception to some of 
Mr. Doyle’s remarks and to some of his trade activities. 

Appointment of committees by President Sundlun was 
announced and Myer Simon, president of the National 
Association of Credit Jewelers, was introduced. 

C. M. Banks, president of the Wilmington Retail 
Jewelers’ Association, presided at the banquet and intro- 
duced William J. Highfield as toastmaster. Among the 
speakers were: Hon. G. W. K. Forrest, mayor of Wil- 
mington; C. Howard Millikin, past president of the 
tri-state association ; the Hon. C. Douglas Buck, Governor 
of Delaware; Arthur J. Sundlun, president of the as- 
sociation; former United States Senator Thomas F. 
Bayard ; Ex-Governor Robert P. Robinson, David Wine- 
brenner, Secretary of State of Maryland, and George 
Kleitz. 

On Tuesday morning a meeting was held on the deck 
of the City of Camden while enroute on a trip on the 
Delaware River. Following committee reports election 
of officers took place with the following results: Arthur 
J. Sundlun, reelected president; John G. Evans, Cam- 
bridge, first vice-president ; Nicholas M. Stokes, Milford, 
second vice-president; Elwood A. Davis, reelected secre- 
tary, and S. Judson Mealy, treasurer. 

The resolution included one urging the A. N. R. J. A. 
to work for the establishment of an inter-trade relations 
committee rep*esenting the various branches of the 
industry. 

It was unanimously agreed to hold the 1932 convention 
in Washington. 
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4326—THE DRESDEN 


WE STOCK THIS WELL CAR- 

RIED OUT REPRODUCTION 

OF DRESDEN CHINA IN A 
COMPLETE LINE 


Vv, v 


OF 
DRESDEN DRESDEN 
DECORATION DECORATION 
—4326 —- —43526 — 


AND 


TEAWARE 


ALSO IN A VARIETY OF FANCY ITEMS 





STOCK AND IMPORT ORDERS SOLICITED 








PAULA. STRAUB&Co. 


105-107 Fifth Avenue at 18th Street 
NEW YORK 
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Your cool summer drinks will be just twice 
as refreshing if served in a set of these attractive 


hand decorated PAVELCO glasses. 


Manufactured, Imported and Stocked 
Exclusively by 


F. PAVEL & CO. 
15 W. 37th St. 
New York, N. Y. 


Send for latest illustrated Catalogue 
Representatives: 


Telephone 
Wisconsin 
7-8791 


Own Glassworks 
Bor Haida 
Czechoslovakia 


J. W. Bakster, Merchandise Mart, Chicago, III. 
W. F. R. Turner, 437 S. Kenmore Ave., Los Angeles, Cal. 

















| 
| 





Ghee Pack Cuviosity Hop 


inc. 


Importers and Traders 
in 
GENUINE ANTIQUE SILVER 
OLD SHEFFIELD PLATE 





MODERN USED SILVERWARE 
AND JEWELRY 





Maintaining a Market Place 


Where You Can Buy or Sell 


1358 SIXTH AVENUE 
Cor. 55th St. 


NEW YORK 


Telephones Circle 7 | osc 
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Showy Value 


GENTS RINGS 


14k White and Green Gold 


10 x 8 Octagon, Hard Masse Stones 
All Colors 


Will Brighten Up Your Old Stock and 
Give Big Profit 


Setrzer Bros. 


MANUFACTURING JEWELERS 
AND IMPORTERS 


80 NASSAU STREET, NEW YORK 
















An Ideal Wedding Gift of Enameled Silver and Crystal 


KING’S ENAMEL & SILVERWARE, INC. 
7 WEST 45th STREET NEW YORK CITY 

















-: KHMBLEMS 
: RINGS BUTTONS 
Z CHARMS PINS 





MANUFACTURED BY 


SINNOCK & SHERRILL 
15 Maiden Lane, New York 


PRINCESS 








































Broadcasts Bring Business 
(From page 45) 


gave a program modernistic, a wedding program, a pro- 
gram in honor of the Allegheny Country Club Horse 
Show, a program in honor of commencement, a program 
on Old English Silver—in each case describing the sub- 
ject, the descriptions and music alternating, and the com- 
mercial matter being fitted to the store. 


“Then Summer came, vacation time. So we took our 
radio audience abroad to European countries from where 
the Grogan Co. imports many of its wares. We landed 
at Cherbourg, France, and in these travel talks spent the 
Summer and Autumn going from France to Switzerland, 
Austria, Germany, England, and finally back to America 
in time for Thanksgiving. ‘These talks were, of course, 
associated with our merchandise. French sports enamels 
and crystal ware—Swiss clocks—costume gems from Idar 
and Oberstein—diamonds from Holland—leather goods 
from England. 

“Until New Year’s our programs were about America, 
home and the great home festival, Christmas; also about 
gift-giving and wares for the holiday season. In January 
we started a new series of programs on precious and semi- 
precious gems, telling interesting things about them. The 
first program of every month features the birthstone of 
that month. As they come up, special things, however, 
are woven into the programs. 

“As to results, we have succeeded in making many 
friends and in getting people into the store as visitors; 
and their treatment and service rendered in the store, 
their interest in the merchandise, made many of them 
customers. I cannot give you figures for’ an increase 
in business. I am thoroughly convinced, however, that 
the Grogan Galleries and standards are a great deal 
better known than a year ago. We have had letters of 
very complimentary character, and some uncomplimentary 
ones. Our clientele have commented on the programs. 
We are well pleased with our attempt, by radio, to attract 
the attention of people interested in the type of merchan- 
dise we have to offer, and feel justified to continue. Of 
course we have had difficulties, but people always have 
difficulties to overcome.” 

We asked Mr. Keating. “How can a retail jeweler, 
who is not now using broadcast advertising, capitalize 
this new media in his own business ?” 

In answering our question he said: “I think the appeal 
of jewelry has always been measured by people’s love 
for beautiful things, their desire to surround and adorn 
themselves with them. Accuracy in watches and clocks, 
the flawlessness of gems, the weight and workmanship 
and design of silverware are also essential. Traditions 
have grown up about these wares. New designs are con- 
stantly made for them. Since a jeweler deals with such 
articles, I feel quite sure that his appeal through radio 
advertising should be an appeal representative of art and 
beauty and fine things, if he can honestly represent his 
wares as such. I am not sure that all jewelers can 
capitalize the advertising medium in this way. As in all 
trades, there are many levels, upon which the character, 
appeal and results of every endeavor depend. 





Joseph Aion & Co. have moved to new quarters in 
the Jewelry Trade Building S. E. corner 8th and Sansom 
Sts., Philadelphia. 
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In Line with our policy of 


PERFECT SERVICE, 


Lawrence L. 


PREISS 


begs to announce to his friends in 


the trade the formation of the 


Pierce Watch Co., Ine. 


60 East 42nd St. 
Lincoln Building 


NEW YORK, N. Y. 


Where we will have a complete stock of 
Swiss watches and movements in current 
qualities, for immediate delivery to serve 
the import and jobbing trade exclusively. 

















Jos. B. Bechtel & Co., Inc. 


Announce Their Appointment as 
Distributors of 


“SWAN” and “SWALLOW” 
PENS, PENCILS 
and DESK SETS 








Write for De- 
scriptive Litera- 
ture of the New 

Super “Swallow” Line 


Wholesale Jewelers 


729 SANSOM ST., PHILADELPHIA 
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' At Reduced Cost with Higher Markup 


List $22.00 List $26.40 


HERE ARE FIFTEEN NEW MODELS WITH INCREASED MARK-UP—SEND US YOUR ORDERS FOR 


PROMPT SHIPMENT 


LOUIS SICKLES 


1015 CHESTNUT STREET PHILADELPHIA 
DISTRIBUTOR OF ELGIN, WALTHAM, HAMILTON AND ILLINOIS WATCHES 


A TRIO OF PROFITABLE NEW ELGINS 






























WE CAN HELP YOU 
GET NEW BUSINESS! 


ae Change the atmosphere of your 











store with new and attractive fix- 


tures and create new business. 


Modern Store Fixtures 





No. 111 Counter Case 


Our Specialty. 


Write for prices and further information. 


F. C. JORGESON & COMPANY 


Designers and Manufacturers of Jewelry Fixtures and Display Cases 
159-167 North Racine Avenue - - Chicago, Illinois 
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Kansas Jewelers Hold Executive Session 


Kansas City, Mo., May 5.—An executive session of 
the Kansas Retail Jewelers’ Association was held in the 
Hotel Baltimore, Sunday morning, April 26. 

W. G. Glick, Junction City, was reelected president 
and E. D. Sieg, Greensburg, vice-president. Robert 
Smith, Manhattan, was chosen secretary-treasurer to suc- 
ceed L. B. Kimball of Eldorado, who resigned. 

In addition to the above order of business the members 
voted their approval of the activities of the national as- 
sociation. 





North Carolina and Virginia Jewelers 
Elect Officers 


RoANOKE, Va., May 1.—The Virginia Retail Jewel- 
ers’ Association and the North Carolina Retail Jewelers’ 
Association held a joint convention at the Hotel Patrick 
Henry, April 27 and 28. Prominent among the speakers 
were P. J. Coffey, president of the National Jewelers’ 
Publicity Association; A. C. Becken, Jr., president of the 
A. C. Becken Co.; Dr. E. A. Kincaid, professor of the 
school of economics, University of Virginia, and H. G. 
Matthews, regional vice-president of the A. N. R. J. A. 

Officers reelected by the Virginia association were: F. 
L. Moose, president; M. R. D. Brown, first vice-presi- 
dent; R. P. Paul, second vice-president; $. C. McChes- 
ney, third vice-president; H. N. Cloutier, fourth vice- 
president; O. F. Russow, secretary and treasurer. In 
addition to the officers, the executive committee includes 
Leo F. Henebry and M. Harrison. 

The North Carolina Association reelected W. E. Line- 
back as president; W. G. Frazier, secretary-treasurer ; 
E. W. Paddock, H. C. Miller and T. D. Hatcher, vice- 
presidents. C. F. Neese and H. G. Matthews are on the 
executive committee. 





lowa Jewelers Pledge Support of A. N. R. J. A. 


Des Moines, Iowa, May 6.—Members of the Iowa 
Retail Jewelers’ Association at their annual session here 
May 4 and 5, elected Charles A. Rowe, Chariton, presi- 
dent; A. E. Curry, Sheldon, vice-president, and Wilson 
T. Clark, Sioux City, secretary-treasurer. 

New members of the board of directors are: Will 
Millen, Red Oak, and H. C. Kirkburg, Fort Dodge. The 
nominating committee consisted of L. C. Tallman, Ames; 
L. S. Robinson, Glenwood; and C. Lawrence Paulie, 
Burlington. 

Resolutions included one approving of the A. N. R. J. 
A. and disapproving any movement to form zone or other 
organizations that would compete with the present na- 
tional association. 

A large attendance and excellent program are reported. 





Georgia Convention at Atlanta 


ATLANTA, Ga., May 5.—Lawrence Holzman, of 
Holzman’s, Atlanta, was elected president of the Georgia 
Retail Jewelers’ Association at the close of a two-day 
convention here today. 

Other officers elected were J. Tom Cook, Macon, re- 
elected secretary-treasurer; Guy Armstrong, Macon, re- 
elected first vice-president, and E. A. Morgan, Atlanta, 
elected second vice-president. Macon was selected as the 
next place of meeting. 
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Resolutions were passed endorsing the establishment of 
an inter-trade relations council including manufacturers, 
wholesalers and retailers; endorsing the work of the na- 
tional association in its efforts to eliminate the retailing 
wholesaler, and re-pledging the support of the association 
to the Capper-Kelly bill. 

Resolutions were also passed deploring the attempts 
being made to set up organizations counter to the Ameri- 
can National Retail Jewelers’ Association, and pledging 
support to the national association. 





Tennessee Convention 


NASHVILLE, TENN., May 7.—Tennessee Retail Jewel- 
ers’ Association concluded its annual convention at the 
Hotel Hermitage, here today. Delegates to the A. N. R. 
J. A. gathering at Detroit, in September are Ira Tem- 
pleton, Chattanooga and D. M. Meeks, Dyersburg, Tenn. 

Officers were elected as follows: Ira Templeton, Chat- 
tanooga, president, reelected; John H. Coles, Jr., Nash- 
ville, first vice-president; J. T. Orr, Memphis, second 
vice-president ; D. M. Meeks, Dyersburg, secretary-treas- 
urer, reelected. 

Directors are S. G. Sikes, Clarksville; Charles Brown, 
Memphis; A. H. Ruth, Shelbyville; Reuben Hudson, 
Chattanooga; D. E. Diddle, Johnson City; James Car- 
son, Knoxville; E. C. Freeman, Huntingdon; C. C. 
Breese, Franklin; George Smith, Knoxville; Fred Gold- 
ner, Nashville; R. S. Baxter, Trenton; W. H. Cotham, 
Columbia. 

The membership of the body shows a very good growth 
during the past year. An active interest in the association 
has been maintained and will be continued by the officers 
and members. 

Harry G. Matthews, regional vice-president of the 
National was unable to attend and his place on the pro- 
gram was occupied by Jas. A. Cayce, of Nashville a form- 
er president of the State association. 





Pittsburgh Jewelers Club 


PiTTsBURGH, Pa., May 7.—The following officers 
were elected at a recent meeting of the Pittsburgh 
Jewelers Club: Leonard D. Helfer, president; Emanuel 
DeRoy, vice-president; Clifford Pugh, secretary, and 
William J. Kappel, treasurer. 

Plans have been arranged to launch a membership cam- 
paign to include the tri-state area. 





Stationery Increases Sales Volume 
(From page 109) 


contemplated as a gift by one receiving an announcement, 
in many instances we receive the order. 

“We run small exclusive stationery advertisements. 
This also has assisted in the building up of this depart- 
ment. We notice that a good response comes from out 
of town customers, who want to have distinguished look- 
ing stationery. “The demand for fine quality wedding 
announcements and other forms of social stationery exists 
and, with the proper line and sales promotional material, 
jewelers should be able to establish a department which 
should prove an asset to their business.” 

The large stationery manufacturers who have organ- 
ized sales promotional plans built to the requirements of 
jewelers will be glad to outline a pan upon request. 





{ 
i 
i 
t 
} 








THE JEWELERS’ CIRCULAR 





NEWARK 


« QUALITY JEWELRY 





Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and _ Bracelets 
Diamond Mountings Ladies Stone Ringe 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY-RUFEISEN-1NC 
MANUFACTURERS OF 
‘RINGS OFQUALITY. 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 


Send for Samples 


TAGS =. 


ALL COLORS 


ARCH CROWN MFG. CO. 


81 Warren St. Newark, N. J. 


Originators and Patentees 





SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry S&S. 


-M. ALEXANDER 


Manufacturer of 


GOLD RINGS 
Tel. Mitchell 1453 50 Columbia St. 





Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 








G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 





sTERNSE?T 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 
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WRIST WATCH STRAP) | 













Made of beautifully tanned calf- 
hide hand-boarded—ostrich—al- 
jigator—lizard and_ snake 
(grain.) Long wearing. Exceed- 
ingly popular. Rich, attractive 
colors. Plated buckle that can’t 
tarnish. 


A One Piece End 
That Can’t Split 


The end of this strap is made 
in one piece that absolutely can- 















This new, improved 
watch strap — the 
Chicagoan—for only 
$7.50 per dozen with 
buckles. Write di- 
rect to the manufac- 
turer, or to your 
local jobber. This 
strap is protected by 
the patent ap- 
plied for. 
Prices the same 
from all job- 
bers, as we 
maintain a 
standard price. 

















not split or fray. The absence 
of all stitching make the Chica- 










goan the most unique wrist Made 
watch strap put on the market a 

in years. Now being used by Without 
Ulinois and other famous a Stitch 
watches. Split Proof Straps are 

covered by Patent No. 1799868. No matter how 





long the Chicagoan 
is worn, the end 
will never split or 
rip. Amazing new 
manufacturing 
method eliminates 
the necessity of 
stitching. 


Guarantsid 











THE 








STITCHLESS 
S P L IT- The Chicagoan is guar- 
PROOF anteed to wear and re- 
WATCH tain its beautiful new 
; appearance for ONE 
STRAP FULL YEAR. The end 





of every strap is abso- 
lutely guaranteed 
against splitting. The 
Chicagoan must satisfy. 


















Always in the front rank! 


BRADLEY HOROLOGICAL 





For those who are 
looking the field 
over for a place to 
get the trade of 
Watchwork, Jewel- 
ry and Engraving 
in a manner that 
will guarantee fu- 
ture employment at 
a splendid salary. 
Address a card to 
Bradley Polytechnic 
Institute, Horological 
Dept. “C,’” Peoria, 
wom on aan ts fen gg > Ill., asking for our 
investment of over $150,000, and is used ex- latest catalogue. 


clusively for training in Watchwork, Jewelry and 
Engraving. 


























Does It Pay to Advertise? 


“TI want to take this opportunity to thank your paper 
for the extra large number of responses that I had 
to the last advertisements you ran for me in the 
‘Business Opportunities’ in THE JEWELERS’ CIR- 
CULAR. 
Yours very truly, 
Wm. H. Sheff, 

Parkersburg, W. Va.” 
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ACCES SIBILITY—LUXURY 
with ECONOMY 


siGH 


LER} 
ee < 


[GRANO CENTRAL 
TERMINAL 


Si eerie 

y yee , 

S} 
An atmosphere of quiet dignity 
pervades the Hotel Lexington. 
Here one lives luxuriously yet at 
rates that promote real economy. 
Its convenient locality, perfect 
cuisine and excellent appoint- 


ments meet your every demand. 


For One Person 
$350 _ $4 _ $5 _ $6 


For Two Persons 
Only $1.00 Additional, Any Room. 


Each with private bath (tub and shower) 
circulating ice water, mirrored doors 


HOTEL 
LEXINGTON 


LEXINGTON AVENUE AT 48th ST., NEW YORK CITY 


Frank Gregson, Manager J. Leslie Kincaid, President 


Direction of American Hotels Corporation 
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40% PENSE MEE AQ 


Forty per cent is what Jewelers have saved on their 
Fire Insurance in their own company for many years. 


Fire policies cease the minute a building or any material part 
thereof falls as the result of wind, but if you also have a TOR- 
NADO POLICY it carries on and pays both wind and fire damage 
in such a case. We write TORNADO INSURANCE at a saving 


of 20%. 


Retailers, Wholesalers, Manufacturers and Em- 
ployees are eligible to insurance in this company. 


The National Jewelers’ Mutual Fire Insurance Co. 
NEENAH, WIS. 
























































~ A New York Bank for JEWELERS 
7 ~EC ys Tue Market and Fulton Office of the Irving ) 

‘ey K AR B | Y y Trust Company has been associated with the 

Fane Ring Finding Co. ‘J jewelry trade for more than half a century. 
9-11 Barrow Street New York 
PLATINUM RING FINDINGS Because its officers keep in constant touch 
FOR THE 
MANUFACTURER EXCLUSIVELY with changing business conditions and because 
LET US SUPPLY YOUR NEEDS they are thoroughly versed in the banking re- 
IN 
DIAMOND MOUNTINGS quirements of the jewelry trade, this Office is un- 
INNER RIN 
woul aa usually well equipped to serve as “a New York 
1096 IRIDIUM OR SPECIAL PLATINUM bank for jewelers.” 
ASK TO SEE 
a KARLAN & BLEICHER, INC. 
GOLD RING FINDINGS MARKET AND FULTON OFFICE 
LARGEST AND MOST 
EXCLUSIVE LINE IRvinGc Trust COMPANY 
ON THE MARKET 
inl 150 WILLIAM STREET 
Corner of Fulton 




















New Jersey Jewelers Elect 
Officers 


ASBURY PaRK, N. J., May 13.—The 
menace of catalog houses doing a retail 
wholesaling business was the main topic 
of discussion at the 22nd annual conven- 
tion of the New Jersey Retail Jewelers’ 
Association held in the solarium of the 
Berkeley Carteret Hotel, here May 10, 
11 and 12. President Richard P. Hart- 
degen presided. 

On Monday P. J. Coffey president of 
the National Jewelers’ Publicity Associa- 
tion, spoke on “The Jeweler and His Op- 
portunities.” Edwin F. Lilley, president 
A. N. R. J. A., urged closer cooperation 
between manufacturer, wholesaler and 
retailer in discussing the subject of the 
“Retailing Wholesaler.” Charles T. 
Evans, secretary of A. N. R. J. A., told 
of the work already accomplished in 
Cleveland, Ohio, in curtailing the dis- 
tribution of catalogs among _ industrial 
establishments. R. D. Hopkin of Wm. 
A. Rogers, Ltd., spoke on “The Problems 
of Retail Jewelers in Their Silverware 
Departments.” Eugene C. Sheeler, chief, 
Special Trade Studio Section, Merchan- 
dising Research Division, Washington, 
D. C., spoke on “High Lights of the 
Retail Jewelry Survey.” Harry Taub, 
Bulova Watch Co. made an interesting 
address on “Price Maintenance.” 

The banquet was held Monday eve- 
ning. 

Tuesday forenoon a business session 
was held and the following officers 
elected: President, William P. Walsh; 
vice-presidents, William Baird, Ted 
Frost, B. Weber, G. R. Winton, P. J. de 
la Reussille and K. Henke; Secretary, 
Emil Brunner and treasurer, August 
Jaeckle. 


Levine and Fruchtbaum 
Sentenced 


Samuel Levine and Abraham Frucht- 
baum were sentenced April 20 by Fed- 
eral Judge Robert P. Patterson to serve 
two years in the Federal penitentiary at 
Atlanta. 

It will be recalled that Levine & 
Fruchtbaum were formerly engaged in 
the jewelry manufacturing business at 74 
W. 46th St, New York. They were 
petitioned into bankruptcy on Jan. 238, 
1930, with liabilities of approximately 
$130,000 and assets, according to their 
books, of some $38,000. The latter were 
later liquidated for slightly over $10,000. 

The bankrupts had made a statement 
to the National Jewelers Board of Trade 
as of Jan. 31, 1929, claiming assets of 
over $106,000 and liabilities of about 
$56,000. Because of the discrepancy of 
$140,000, seven creditors, representing 
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some $30,000 in claims, applied to the 
board for an investigation through use 
of its Fighting Fund. 

As a result, Levine and Fruchtbaum 
were indicted by the Federal Grand Jury 
on charges of concealment of assets and 
conspiracy to conceal assets from their 
trustees in bankruptcy. On Feb. 24, 1931, 
they appeared before Federal Judge 
Caffey and entered a plea of guilty to 
both counts. 


A.N. R. ].A. Submits Complaint 
Against Wholesale-Retailing to 
Federal Trade Commission 


President Edwin F. Lilley, of the A. N. 
R. J. A, has issued the following state- 
ment: 

“On May 5 Felix H. Levy, counsel of 
the American National Retail Jewelers’ 
Association, together with Wilson A. 
Streeter, chairman of its Legislative 
Committee, presented to the Federal 
Trade Commission its formal petition 
and complaint with respect to the prac- 
tice known as wholesale-retailing. This 
presentation was in pursuance of the 
public announcement made on Jan. 1 by 
the A. N. R. J. A. of its purpose to make 
a nation-wide investigation of this long- 
standing menace to the jewelry industry. 

“Since Jan. 1, the association has con- 
ducted a widespread investigation of 
this subject, and has received a large 
amount of material. In addition, the 
association has received the signatures 
of hundreds of retailers and likewise the 
signatures of many manufacturers and 
wholesalers to petitions addressed to the 
Commission, strongly supporting the as- 
sociation’s position in this matter, and 
asking that the Commission give its fa- 
vorable attention to the same. 

“The complaint of the association and 
the material in support of it, were re- 
ceived by Herbert L. Anderson, the 
Chief Examiner of the Commission and 
was assigned by him, in regular course 
of official procedure, to his staff. 

“The representatives of the A. N. R. 
J. A. emphasized to the Chief Examiner 
not only the direct and great injury 
caused by this practice to the jewelry 
industry itself, as well as to many other 
industries which suffer from like prac- 
tices; but also strongly emphasized the 
loss, injury and damage which, in final 
analysis, falls also upon the consuming 
public which are brought within the in- 
fluence of such practice 

“Having thus carried forward into of- 
ficial governmental channels, the plan of 
procedure announced by the A. N. R. 
J. A. last January, the association now 
re-asserts and re-announces its determina- 
tion to avail itself of every legal resource 
to put an end to one of the gravest eco- 
monic evils, affecting not only the jew- 
elry industry but every similar industry 
in this country It will spare no effort 
and it will utilize every legal procedure 
and remedy to bring about this result.” 
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Annual Meeting of the H. I. A. 


WASHINGTON, D. C., May 12.—The 
annual convention of the Horological 
Institute of America ended last night 
with an informal banquet at the Hay- 
Adams House. Edward H. Hufnagel 
again leads the organization as president. 
William Ramsay was reelected first vice- 
president and William C. Donnelly, 
second vice-president, to succeed the late 
L. N. Cobb. John J. Bowman succeeds 
himself as treasurer and Paul Moore re- 
mains executive secretary with R. E. 
Gould as corresponding secretary. The 
Executive Committee reelected consists of 
Edwin F. Lilley, Charles F. Miller, W. 
Calver Moore and T. Edgar Willson. 


The proceedings began with a meeting 
of the executive committee and advisory 
council, Sunday night at the Powhatan 
Hotel, at which general reports were con- 
sidered and the policies of the organiza- 
tion discussed. The formal meeting Mon- 
day morning started promptly at 10 a.m., 
at the building of the National Research 
Council which helped to organize the or- 
ganization 10 years ago. Mr. Hufnagel’s 
opening address reviewed the conditions 
that brought about the organization and 
the purposes of the institute. He ex- 
plained how the budget of last year had 
been balanced and the organization 
though with small income was in a posi- 
tion to function effectively. 

The report of Secretary Moore told of 
the work of the body and of the coopera- 
tion by the National Research Council 
and the Bureau of Standards, while 
Treasurer Bowman’s report explained in 
detail the condition of the finances. 

In his report for the Certification Com- 
mittee, Mr. Ramsay, the chairman, showed 
that 75 applications of junior and 53 ap- 
plications for certified watchmakers ex- 
aminations had been received during the 
year, bringing the tota] to 1228 junior 
watchmakers and 558 certified watchmak- 
ers applications to date. During the year 
the board has examined 143 _ pocket 
watches, 68 bracelet watches, 68 plates 
and 140 papers. The work resulted in 
granting 74 certificates to junior watch- 
makers and 44 certificates to certified 
watchmakers. The report called attention 
to the lack of sufficient number of district 
supervisors and also asked that two ad- 
ditional examiners be appointed. 


Mr. Bowman’s report for the Educa- 
tional Committee showed that up to 1929, 
there had been a shortage of watchmak- 
ers which disappeared in 1930 and in 
1931 there were a number of unemployed. 
This was due to the fact that in the bad 
business, proprietors were attending to 
their own watch work and dispensing 
with the watchmaker. 


After an address by Mr. Ramsay telling 
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Discriminating 
ESTABLISHED 1888 


Grafner Bros. 


Wholesale Jewelers 


DIAMONDS 


Assortment and Values 


WATCHES with 

individuality and 

smartness in their beauty 

of design. Women are searching 

for and are always captivated by the 

enthusiastic loveliness of the Platinum, 
Diamond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 


Quotations promptly given. 


REINER & BERKOW, INC. 


44 West 48th St. New York 
Telephone: Bryant 9-9259 


818 Liberty Ave. (2nd Floor) 


PITTSBURGH, PA. 
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NEW HAVEN -WESTINGHOUSE 


ELECTRIC CLOCKS 
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This fine Alarm Clock retails at $7.95 VAT 


a THE 
Also mplete line of striking clocks 
Oe a retail from BENJAMI. 
00 ~ .00 Chestnut Street at 
"25° to “4a PHILADELPHIA 


Write us for Special Dealers proposition Make this your stopping place in Philadelphia. Thousands 
of visitors to this city from every part of the world prefer 


The Benjamin Franklin, for here they are assured a warm 
welcome in the traditional spirit of hospitality for which 


LARGEST WHOLESALERS IN TRI-STATE DISTRICT Philadelphia is word-famous. 


Twelve hundred rooms, each with bath Room rates commence of $4. 








THE SAMUEL WEINHAUS co. Horace Leland Wiggins—Managing Director 


720-722 PENN AVE. 
PITTSBURGH, PENNA. 
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of the conditions of apprenticeship in the 
olden days in Scotland, the organization 
elected about 30 members. 

The high light of the afternoon session 
was an address on “Lubrication of Small 
Mechanisms” by Dr. Bulkley of the 
Bureau of Standards, who has been doing 
special research work for the bureau on 
this subject in connection with the clock 
industry. At the afternoon’s session also, 
resolutions were adopted and eight mem- 
bers of the Advisory Council were elected 
to succeed those whose terms had expired 
and two members to fill vacancies among 
the other 16 members of the board still in 
office. To fill the vacancies caused by the 
death of L. N. Cobb, William Grafton of 
Cleveland was chosen, and the vacancy 
caused by the death of A. T. Westlake, 
R. E. Gould was selected. For the full 
term of three years, the following were 
chosen: William E. Donnelly, John J. 
Bowman, Bartley J. Doyle, Edward H. 
Hufnagel, De Forest Hulburd, Armand 
Jessop, Edwin F. Lilley, Jacques Le Roy. 
With the exception of Mr. LeRoy all were 
reelected. 

The Advisory Council later met and 
selected the officers as before mentioned. 
Adjournment was then taken until the 
banquet in the evening. 


Oregon Convention 


SALEM, OrE., May 2.—Julius S. Zell of 
Portland, Ore., was re-elected president 
of the Oregon Retail Jewelers’ Associa- 
tion at the state convention held April 
26-27 at the Marion Hotel here. Other 
officers elected were: First vice-president, 
P. T. Bubar; district vice-presidents, 
Seth T. French and Larry Schade; sec- 
retary, A. A. Keene. 

W. C. Hawley, representative to con- 
gress from Oregon, was the principal 
speaker at the conclave. 

A resolution was passed asking the 
A. N. R. J. A. to form an intertrade re- 
lations council to adjust differences be- 
tween the branches of the industry. An- 
other resolution opposed the suggested 
state luxury tax. 


Retail Credit Survey Shows 
Little Change 


WasHINGTON, D. C., May 6.—The final 
report of the Retail Credit Survey for 
the last six months of 1930, reveals that 
current obligations in the form of open 
credit and installment accounts were paid 
in an orderly manner, with small changes 
reflected in the figures from the year 
1929 according to the Department of 
Commerce. 

Reports were received from 513 retail 
establishments including 65 jewelry 
stores. Collection percentages varied 
widely in the different types of stores 
averaging 33.4 per cent for jewelry 
stores, losses on installment accounts for 
jewelry stores were 8.1 per cent. 


James A. Farrell, chairman of the 
National Foreign Trade Council, has 
issued the call for the 18th National 
Foreign Trade Convention, to meet in 
New York on May 27, 28, and 29 at the 
Hotel Commodore. 
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Pennsylvania Retail Jewelers to 
Meet at Wilkes-Barre 


PHILADELPHIA, May 10.—Officers of the 
Pennsylvania Retail Jewelers’ Association 
expect the most successful and largest 
gathering in years at the 26th annual 
convention in Wilkes-Barre, June 17-19. 
Highlights of the gathering will be a 
manufacturers’ exhibition and talks on 
diamonds by John D. Enright, president 
of the state association, and Fred J. 
Cooper, past president, who will talk on 
silverware. 

Another feature will be a display of 
old family silverware by prominent resi- 
dents of Luzerne County. 


24 Karat Club Beefsteak Dinner 


The Hotel Warwick was the scene of 
the annual beefsteak dinner of the Jewel- 
ers’ 24 Karat Club held on the evening 
of April 15. Fred Croselmire was chair- 
man and was assisted by Lester Russell 
and Alex Grabhorn. 

Jacob Mehrlust, vice-president, presided 
in the absence of President Charles W. 
Sommer. Over 100 attended. 


Maiden Lane Historica! Society 


The 20th anniversary of the Maiden 
Lane Historical Society was celebrated 
at a luncheon at the New York Chamber 
of Commerce, 65 Liberty St., New York, 
on April 18. 

President John W. Sherwood presided 
and all branches of the industry were 
represented at the gathering. 

The guests of the Society included rep- 
resentatives of the Fifth Avenue, Grand 
Street and other associations and presi- 
dents of New York and Brooklyn jewel- 
ers’ organizations. 


Death of David Graf 


David Graf, of J. & D. Graf, whole- 
sale jewelers, 21 Maiden Lane, died re- 
cently at the Jewish Hospital, Brooklyn, 
after an illness of two and a half weeks. 
He was 43 years old. He had been in 
the jewelry business for nearly 30 years. 
He had been a partner with his brother, 
Joseph Graf, for the past 19 years. 

He was a member of the Jewelers’ 
Square Club of New York, Elks, and the 
Jewish Federation of Charities. 

Surviving are his mother, Lisitte Graf, 
three sisters and three brothers. 


Window-Smashers Get Gems 
Worth $75,000 


Two men smashed the show window 
of Herbert’s jewelry store at 125th St., 
Seventh Ave., New York, at 9 p. m., 
April 24, and escaped in an automobile 
with $75,000 in gems. 

One of the thieves cut a large round 
hole in:the window with a glass cutter. 
The other man hurled a brick wrapped 
in newspaper through the glass. A clerk 
saw the robbers scooping up the jewelry 
and turned on a siren. The men fled 
with the loot. 
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Death of Harry Golowen 


Harry Golowen, of Golowen Bros., 49 
Maiden Lane, New York, died April 23, 
at the Mountainside Hospital, Montclair, 
N. J. His death was unexpected, as it 
came suddenly, following an operation 
from which he had almost recovered. He 
was 27 years old. Funeral was held 
April 24 from the home of his mother, 74 
Bulwer Place, Brooklyn, with interment 
in Mt. Carmel Cemetery. 

Surviving are his parents, Mr. and 
Mrs. I. Golowen, two brothers and a 
sister, who express to members of the 
trade their thanks for sympathy. The 
brothers will continue the business. 


Clerk Foils $350,000 Robbery 


When Samuel Segal, bookkeeper for 
Samuel Lenkowsky & Son, 10 W. 47th 
St., New York, saw a strange man enter 
the office where he was working alone at 
12.15 p. m., May 7, he leaned back and 
pressed a button which set off a siren on 
the ground floor. This action saved his 
employers the lost of diamonds worth 
$350,000. 

A second thug followed the first and 
the pair forced their way into the office 
where they handcuffed and blindfolded 
the bookkeeper. “Did you set off the 
alarm?” one of them asked. Segal an- 
swered, “No,” while a revolver was 
pressed against his temple. 

At this moment a scuffle was heard in 
the hall and the two rushed out, where 
they found their lookout man grappling 
with Frank Munson, special officer for 
the building. They fired at Munson, 
missed, and struck him several times on 
the head with the butts of their pistols. 
The officer’s hold on the thug was loos- 
ened and the crooks fled down the stairs. 

Reaching the second floor the robbers 
leaped to the yard of 7 W. 46th St., 
hailed a taxi and drove off. Patrolmen 
Michael O’Connor, traffic officer, had 
heard the siren and seeing the three men 
gave chase in another car. The officer 
overtook the cab at 48th St. and Fifth 
Ave. He seized one man who had been 
injured. The other two jumped out and 
escaped. 

The arrested man gave the name of 
Louis Bisano, 22. He denied having 
participated in the crime. He is charged 
with robbery and felonious assault. 


New Service for Credit Jewelers 


The National Association of Credit 
Jewelers announces the inauguration of 
a new service for its members, effective 
May 1. 

The association is collecting data on 
sales, advertising and collections and is 
prepared to furnish this data to members 
on application. The service will include: 
complete information on special sales of 
silver, diamonds, watches, jewelry, clocks 
and novelties; the number of articles 
placed on sale, selling prices, advertising 
matter and other details. 

The association will also furnish ad- 
vertising information to members upon 
application; if a member wishes to run 
a special sale on any item the association 
will send advertising suggestions. 
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Welcome the Fuller Agent! 


— DEALERS that sell © Brand 
Symmetrical Findings, offer Quality 
It Pays to Patronize Them. 


000 00000 


No. 51—JUMP RING ASSORTMENT 
Made in White, Green, and Yellow 
Gold Filled—A Good Assortment 


SOLD BY RELIABLE MATERIAL DEALERS 


Rings You Will Be Proud to Sell SAAS EE AINE ETRE 
ALL PROFIT HOTEL 


oon swouer VICTORIA 


2 DIAMONDS 4/100 each 7th Avenue and 5lIst St., New York 


a — Gold 
me Price 
Order pa days’ memo. IN THE NEW 


when you have a sale in 
sight. Orders filled same 
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encrusted on ruby and 
onyx on hand at ali times 
in every finger size. 
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Retail $15.00 Display Emblem Cards for Hotel Victoria on 51st Street, corner Seventh 

This <Q Reg. Trade Mach your window in original col- : ; : 
@narantoce you genuine diamonds, ors free upon request Avenue, is virtually in the heart of the 
OLD RINGS MADE NEW jewelry center. One of the reasons why it is 






We repair and rebuild any ring, also en- becoming headquarters to the trade. 


crust any initial or emblem on any stone, 

















or furnish new stones in all sizes and shapes. 1000 Rooms, each with private 
Prices Reasonable. Prompt Service. Try Us. bath, shower, ice water, servidor, 
RADIO, and now 


6746—$21.00 List 
HEAVY SHANK 


Genuine one piece, three color, double FREE GARAGE 
ee cameo. ols evs shar 3 sold ; _— 
n green g —$21. * " 
Next size larger stone, $2.00 additional Rates $3 to $4 single—$4. to $6 double 
BUFFALO JEWELRY CO. S. J. MITCHELL, Mgr. 








U ‘ “The Mail Order Housetothe Jewelry Trade’ 
Exact Size 501 Washington St. Buffalo, N. Y. 












































New York Importer Robbed 


Two young bandits forced their way 
into the office of David Rothschild, dia- 
mond importer at 48 W. 48th St., shortly 
after noon on May 1 and escaped with 
unset diamonds valued at about $60,000. 
Mr. Rothschild was alone in his office 
and the bandits manacled, gagged, blind- 
folded and bound him. As an extra pre- 
caution they threw an overcoat over his 
head. Joseph Flashner, in the next door 
office, heard the jeweler struggling with 
his bonds and summoned the superinten- 
dent. 

The loss was covered by insurance. 


Body of New York Diamond 
Importer Found in L. |. Sound 


GLEN Cove, N. Y., May 2.—The body 
of Abraham H. Levy, missing diamond 
merchant of 17 John St., New York, who 
disappeared mysteriously on Feb. 14 with 
more than $20,000 worth of diamonds, 
was found yesterday morning floating 
near the shorefront of the estate of the 
late Marcus Loew. The body was rid- 
dled with bullets and had been bound 
with wire about the neck, hands and legs. 
Police believe that the slayers shot and 
robbed the jeweler and threw the bod” 
into the water. 

Identification of the body, which had 
been in the water for at least a month, 
was established through dental work and 
articles of clothing. The Nassau County 
police are conducting an investigation. 





Michigan Retail Jewelers’ Asso- 
ciation Declares Against Zone 
Organizations 


Detroit, May 7.—The 26th annual con- 
vention of the Michigan Retail Jewelers’ 
Association closed last night with an en- 
tertainment and dance given in the ball 
room of the Statler Hotel. This entertain- 
ment was given by the Wolverine Travel- 
ers Club and was attended by about 600 
jewelers and friends. 

Wednesday afternoon following talks 
by Henry Stecker on “National Association 
Activities’ and Claud Wheeler on “How 
to Bring the Business Back to the Jewelry 
Store” and a general discussion of asso- 
ciation affairs local and State officers 
were elected as follows: President, Ben 
Stocker, Detroit; vice-presidents, Bert 
Vanderberg, Grand Rapids, John H. 
Steck, Owosso; secretary, Ben Steelman, 
Kalamazoo; treasurer, C. H. Schlanderer. 
At this same session resolutions were 
adopted renewing approval of the Cap- 
per-Kelley bill; pledging allegiance and 
devotion to the National organization and 
commending the efforts of the officers in 
their work to remedy conditions in the 
trade, particularly that of forming some 
kind of intertrade council; deplored the 
attempt to form zone organizations there- 
by disturbing the present established 
State lines as a detriment to the interest 
of the jewelers in the individual States. 

Tuesday morning nearly 100 went to 
Dearborn in buses to visit Greenfield 
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Village and see the historical exhibits in- 
stalled there by Henry Ford. In the 
afternoon Judge Homer Ferguson talked 
about “The Law and the Jewelry Store,” 
and Chas. T. Evans, secretary of the 
American National Retail Jewelers As- 
sociation gave a preliminary report of the 
results of the retail jewelry questionnaire. 
The question box was conducted by Ben 
Steelman. 

Wednesday morning 12 candidates 
were inducted into the Max Jennings 
Club. 

On Monday night jewelers and friends 
were guests of the Greater Detroit Retail 
Jewelers Association at a night club show. 
Tuesday night was the annual banquet 
and president’s ball. 


The Wolverine Travelers’ Club, as 
usual contributed largely to the success of 
the association not only at the convention 
but during the year by securing new 
members and keeping up interest through- 
out the State. Mort Evans, president, 
presided. The following officers were 
elected for next year. President, Milton 
Nathan, Stein & Ellbogen Co.; vice-presi- 
dents, Eugene Kirchgassner, Oneida Com- 
munity and Fred Longden, Roy Mfg. Co.; 
Traveling representatives are Chas. Wal- 
lace, E. H. Pudrith Co.; C. S. Brown, 
Seth Thomas Clock Co., and Paul 
Schmidt, C. & E. Marshall Co. Al Kan- 
berg, Scribner-Loer Co. is secretary and 
treasurer. 


The members of the Ladies Auxiliary 
voted their surplus money to a scholarship 
fund to any young man or girl, high 
school graduate, in the State as a loan, 
sufficient to take care of all tuition expense 
in learning the watchmaking trade or en- 
graving. There will be no interest charge 
on this money during the period of study 
and it can be repaid in installments later. 
Particulars of this may be had by com- 
municating with Mrs. Leon Phillips at 
Grand Rapids. The committee handling 
the fund consists of Mrs. Harry Groves, 
Mrs. Ida L. Foote and Mrs. Phillips. 





Platinum Market 


WASHINGTON, D. C., May 10.—During 
the month of February, 1931, the United 
States bought platinum and allied metals 
of a total value of $107,842 from the 
United Kingdom. Imports of ingots, 
bars, sheets or plates not less than one- 
eighth of one inch thick totaled 710 
ounces, valued at $23,393. Of the three 
other classifications purchased—osmium 
and osmiridium, palladium, rhodium and 
ruthenium, the respective costs were 
$29,568, $48,350 and $6,511. 

Our exports of ingots, wire, sheets, 
alloys and scrap totaled $206 during 
February. Exports of platinum manufac- 
tures, except jewelry, were valued at 
$2,106 during that month. Grains, nug- 
gets, sponge or scrap sold to other coun- 
tries in February brought $187,421. 

Platinum prices, as of May 12, were 
officially quoted as: 


SM scau cue seebancieeseeoube det wes $23.00 
Containing 10 per cent iridium....... 27.25 
Containing 5 per cent iridium......... 31.50 
RO Le TE Te Ee 110.00 


Palladium 


Death of Alfred J. Sterne 


Alfred J. Sterne, for 40 years asso- 
ciated with the firm of Stern Bros. & Co., 
diamond importers, 2 W. 46th St., New 
York, died May 5 at his home, 41 Drake 
Road, Scarsdale, N. Y., after a long ill- 
ness. He was in his 61st year. Funeral 
was held May 7 from the late home with 
burial in Kensico Cemetery, N. J. 

Mr. Sterne was born at Jefferson, Tex., 
in 1870, coming to New York at the age 
of 14. Where he completed his educa- 
tion. His first and only business asso- 
ciation was with Stern Bros. & Co., during 
which he won the esteem and respect of 
a large circle of business acquaintances 
and friends. 

Surviving are the widow, a daughter, 
Marguerite, and two brothers, L. H. and 
Fred I. Sterne. 


Hold Enjoyable Banquet 


PHILADELPHIA, May 9.—The Philadel- 
phia Association of Watchmakers and 
Jewelers’ Supply Jobbers entertained as 
their guests representatives of leading 
manufacturers of watches, watch ma- 
terials and jewelers’ supplies and jobbers 
from neighboring cities at their fourth 
annual banquet, held this evening in the 
Ben Franklin Room of the Ben Franklin 
Hotel. An excellent variety show helped 
materially to make the affair a marked 
success. 

President Joseph B. Bechtel after re- 
viewing the activities of the association 
during the past four years called upon 
Wm. Brill, of the Elgin National Watch 
Co. Other speakers were: H. A. Ruthart, 
Hamilton Watch Co., S. G. Hammel, 
Hammel, Riglander Pennant Corp., W. 
H. Galloupe, Keystone Watch Case Co., 
Ted Lampert, M. J. Lampert & Sons, 
Prosper Brozen, Brozen_ Bros., Leo 
Kamion, K. K. Crystal Co., E. E. Baker, 
W. R. Cobb Co., Wm. L. Little, Geo. H. 
Fuller & Son, E. Franzblou, F. H. Noble & 
Co., Paul M. Stern, Louis Stern Co., Frank 
Sperber, Newall Mfg. Co., Wm. Llewellyn, 
Dennison Mfg. Co., Robert Quayle, Saul 
Solomon, Henry Diamond, Herman Kur, 
George Kleitz, A. Blustein, Joseph Roth- 
man, Wm. C. Williams, Herman M. 
Zlotnick, Jacob Kramer and B. Poul. 





Jewelry Chain Reports 
Improvement 


SAN Francisco, CAL., May 3.—First 
quarter sales of the-Gensler-Lee Jewelry 
Co. for 1931 exceed the same period of 
1930 by 20.17 per cent, according to G. 
J. Gensler, president of the company, 
which owns and operates a chain of 16 
retail jewelry stores from coast to coast. 
April sales surpassed those of March this 
year by 12.07 per cent, and every in- 
dividual store without exception showed 
an increase. 


Prices of Silver Bars 
U.S. 
Government New 
London Assav Sell- York 


Date Official ingPrice Official 
ye | ree 13} 31% 28% 
April 27 ...... 13% 31% 28% 
Se OE bk. cceas 13y5 30% 28 
ee aes 13% 30% 28% 
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ELTON 


at 49* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 
hotel atmosphere 
in New York. 
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45th St. and Vanderbilt Ave. 
NEW YORK CITY 


= ESTABLISHED 1879 
Will Sell at Unrestricted Public Auction 


DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 
Thursday and Friday 
JUNE 18 & 19 AT 9:30 A. M. 

BY ORDER OF THE 
PROVIDENT LOAN SOCIETY of NEW YORK 


On View June 15 at 1 P.M. and Until Date of Sale 
Catalogue on request 


| JAMES P. SILO, Auctioneer, 40 E. 45th St., N. Y.C. 
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Special Order Work. 
Cutting—lIncrusting. 
Mail Your Jobs 


Importers of Precious and Imitation 
Stones 


22 W. 48th St. 
New York City 
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WE PAY CASH FOR YOUR 
ENTIRE STOCK and FIXTURES 
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27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 












Theodore W. Foster & Bro. Co., have 
removed their offices to 500 Fifth Ave. 

H. Singer, formerly at 65 Nassau St., 
is now in new quarters at 507 Fifth Ave. 

R. Gsell & Co., Inc., distributors of 
Hafis watches, 15 W. 37th St., has com- 
pletely renovated its establishment. 

Belgard & Frank, Inc., importer of 
precious and imitation stones, formerly of 
48 W. 48th St., is now at 31 W. 47th St. 

A. Suderov, manufacturer of mount- 
ings and diamond importer, has moved 
from 71 Nassau St. to 74 W. 47th St. 

N. Karagozian & Son have announced 
their removal from 64 W. 48th St. to new 
offices at 276 Fifth Ave. 

Abrams & Cooperman, diamond cutters, 
are now located in new and _ larger 
quarters in Room 1408, 71 Nassau St. 

A. Wolfson, formerly at 68 Nassau 
St., is now established on the 10th floor 
of 22 W. 48th St. 

John Schmeidler, diamonds, formerly at 
99 Nassau St., is now located in new 
quarters in Room 901, 9 Maiden Lane. 

Bert Rosenheck has joined the sales 
force of Jacob Stupack, manufacturing 
jeweler at 40 Forsyth St. 

Samuel Goldstein, diamond cutter, 
formerly at 15 John St., is now located 
in Room 1201, 71 Nassau St. 

Fred Barel, engraver and chaser, has 
moved his factory to larger quarters in 
Room 52, 12 John St. 

B. Wallman has announced his removal 
from 93 Nassau St. to 48 W. 48th St., 
where he has quarters in Room 1007. 

Gustave Siegal, stone importer, has re- 
moved from Room 1202 to Room 804 of 
22 W. 48th St. 

Hyman Gimprich, diamond cutter, has 
announced that he is now located in 
Room 1317, 106-108 Fulton St. 

B. Sonenberg, formerly of the Eventov 
Diamond Co., Inc., is now doing business 
on his own account with quarters in 
Room 1008, 170 Broadway. 

Harry B. Smith has severed his con- 
nections with the Continental Lemania 
Inc., and has resigned his position as 
treasurer of that concern. 

Whitelaw Bros., dealers in diamonds 
and precious stones, formerly at 68 
Nassau St., are now in new quarters on 
the 15th floor of 48 W. 48th St. 


Henry Bigart, representative for the 
Superior Candle Corp. and Fisher Bruce 
Co., has opened an office and show room 
at 1107 Broadway. 


Spilker, Creutz & Neff, diamond cut- 
ters, have announced the opening of their 
office and factory in Room 928, 15 John 
St. 

Jack Avidan, of Lippmann, Spier & 
Hahn, importers, left April 29 on the 
Mauretania for an extended trip to the 
European markets. 

Backstrom & Frackman, Inc., diamond 
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Jewelry News of the 


N EW YORK: Metropolitan District 


area of the 10th Red Cross Roll Call 
which starts Armistice Day. 

William B. Peck, president of the Waite 
Thresher Co., 23 Maiden Lane, recently 
returned home after a successful trip 
through the East and middlewestern ter- 
ritory. 


setters, formerly at 48 W. 48th St., is now 
in new quarters in Room 501, 64 W. 48th 
St. 

S. Nathan & Co., 71 Nassau St., have 
announced the enlargement of _ their 
branch office at 10 W. 47th St., to ac- 
commodate increased business. 

Lawrence D. Preiss, representative for 
Leon Levy & Freres, Bienne, Switzer- 
land, has removed from 5 Beekman St. 
to the Lincoln building at 60 E. 42nd St. 


a “ 
i June is the month of flowers, 

of weddings, of commence- 
ments, and of the starting of 
vacations. These factors 
should bring business to the 
enterprising jeweler who 
bases an intelligent appeal in 
his sales promotion and ad- 
vertising upon the desires 
created in his customers by 
these events. Of the late 
winter, spring and summer 
months, June offers the 
jeweler the best opportunity 


to develop business. J 
~ 4 














George O. Street & Sons, Inc., is now 
located at 129 Fulton St. Harvey L. 
Street, is now actively associated with 
the concern. 

The Consolidated Crystal Co., Inc., 
has removed its factory and offices from 
116 Fulton St., to 106-108 Fulton St., 
Room 415. 

Rosenberg & Sluyter, diamond cutters, 
formerly at 105 Fulton St., are now estab- 
lished in new quarters in Room 807-809 
87 Nassau St. 

Steinfeld & Platt, Inc., diamond im- 
porters, have announced the removal of 
their offices from 20 W. 47th St., to 2 W. 
46th St. 

Henry G. Thresher of Providence, R. I., 
sailed on the Augustus, April 24, for an 
extended tour of the continent. He was 
accompanied by Mrs. Thresher. 

William E. Artz is now at 367 W. 
42nd St., where he is déing a retail busi- 
ness on his own account. His address 
was erroneously reported as 47th St., in 
a recent issue. 

Announcement has been made that 
Jacob Altura has severed his connections 
with the Standard Wedding Band Co., 
71 Nassau St. Oscar Soderland is now 
managing the business. 

Raymond Abrahams, diamond dealers 
with offices in 522 Fifth Ave., has an- 
nounced the enlargement of his offices 
and complete renovation of the estab- 
lishment. 

Walter P. McTeigue, manufacturing 
jeweler at 36 W. 47th St., is chairman of 
the Jewelers Group for the metropolitan 
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Announcement has been made that 
Henry Sochard & Co., importers and 
manufacturers, formerly at 3 Maiden 
Lane, are now located in new and larger 
quarters at 110 W. 40th St. 

G. Sollazzo & Son, wholesale jewelers, 
formerly at 106 Fulton St., are now lo- 
cated in new quarters at 93 Nassau St., 
where additional lines of merchandise 
are on display. 

Announcement has been made that the 
executive and sales offices of the Soli- 
darity Watch Case Co., formerly 15 
Maiden Lane, is now located at the fac- 
tory of that concern at 242 Chestnut St., 
Brooklyn. 

Charles Gold & Bros., 7 W. 45th St., 
dissolved partnership as of May 1 by 
mutual consent. Abraham Gold and Isi- 
dore Fogel are continuing at the same 
address under the name of Gold Bros. 
Charles Gold will do business as Charles 
Gold & Co., at 36 W. 47th St. 


E. S. Feinstein & Co., manufacturing 
jewelers, 9 Maiden Lane, have purchased 
the complete stock of Krandle Rothfeld 
Co., 15 W. 47th St. They have also ac- 
quired the stock of Robert Forsythe, 170 
Broadway. Mr. Forsythe has _ discon- 
tinued in business because of ill health. 


Sam H. Kafka, formerly with Henry 
Bodenheimer, and Charles N. Kayser, 
formerly with Goldsmith, Stern & Co., 
have formed the partnership of Kafka & 
Kayser, and are in the diamond business 
with offices in 62 W. 47th St. 


W. W. Schwab, general manager of 
J. R. Wood & Sons, Inc., sailed April 25 
for Europe on the Ile de France, on an 
extended business trip. He is visiting 
the Wood foreign offices and will make 
an extensive study of the trend in jewelry 
design. He will return about June 1. 


Joseph Kraysler, formerly of Krays- 
ler & Novick, diamond setters, recently 
dissolved partnership, has been joined by 
his brother, Max, to engage in the dia- 
mond setting business. The new firm is 
known as J. & M. Kraysler, Inc., with 
offices at 64 W. 48th St. 


The Loupe and Tweezer Club held its 
annual election of officers at the Hotel 
Luxor, April 27. The following members 
were elected to serve for the ensuing 
year: President, William J. Obert, of A. 
Jaffe & Son; vice-president, Si Kurtz, 
of Wander & Kaufman; treasurer, 
Charles Spilo, of Paul de Vries; secre- 
tary, David Ludell, of Miller & Veit. 
The new officers were installed at a beef- 
steak dinner at Daffy’s tavern, 107 W. 
44th St., May 11. 
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WATCHES — 
CLOCKS 


For all Rinses 


No brushing—no oily film—no 
muss—no fire hazard—no injury 





Cleans 100%—You’ll be surprised. 
SEND NO MONEY—No. C. O. D. 


Mail your letterhead—we’ll send a generous trial, plus 
a convenient household size Postpaid. If IT ‘‘clicks’’ re- 
mit $1.00. If not pay nothing—You’re the Judge—Prove 


IT by trial. 

B. F. Crawford Co., Inc. 
10 North First St. 
Terre Haute, Indiana 


Perfect distillation— 
easily recoverable. 


Reference any bank, our city 








GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
Immediate Attention Given All Repairs 


31 No. State Street CHICAGO 




















Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. Memorandum selection 
sent on request. 














MCRAE AND SHAW 


AUCTIONEERS 


7. O10 S32 On O. © Ou 8) t_) Ol 0) 00. i nv, D Oe) 


Write For Our Profit Sharing Booklet 


168 N. MICHIGAN BLVD., Room 600 CHICAGO, ILL 








HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 











Platinum and White Gold Shells 


x 


SAMUEL —- 


71 Nassau St., New York 
*Phone Cortland 4346 


Manufactures Fine Platinum 
Jewelry—Spectal Order Work. 





“Baguette-Like” 
Patented U. 8. A. 

Only ring that will mount 
round stones to appear square. 


“Changeable * 
Patented U. a4. 

















For Jewelers 


LOTUS BEAD 


Only 
The only bead that is different. 15 shades 
to harmonize with any gown. Light as a 


feather. Smooth, round, graduated, satin fin- 
ish, exquisite lustre. Will not fade, peel or 
wash off. Choker length, $3.25 each; 24- 
inch, $5.25 each. Catalogue discount. 


All Other Kinds of Beads: 


HENRY KLAAS CO. 
58 E. Washington St., Chicago 


Genuine and Imitation 








SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Quick Mail Service 
New York, N. Y. 


Watch Repairs and Materials :: 
93-95 Nassau St. 








FOR JUNE WEDDING SILVER 
“Silk-Bound” Bags and Rolls 


Non-tarnishing Flannels 


Eureka Mfg. Co., Ine. 
144 W. Britannia St. 
Taunton, Mass. 


Samples and Prices 


Gladly Sent 

















$3000 REWARD 


The above reward is offered for return of necklace of 63 graduated 
pearls, roseate color 518.92 grain center pearl, 16.68 grain 2 tri- 
angular diamonds in clasp. Lost in New York City, April 30, 1931. 
If submitted for valuation or offered for sale, communicate at once 


with: 
ALBERT R. LEE & CO. INC. 
Beekman 3-0280 
‘Keep this advertisement on file.’’ 


116 John St. 












4 complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases 
Hamilton—Illinois—Howard—BElgin 21-J. RB. B. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
Tel. Dry Dock 7568 New York City 





76 Bowery 


























TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings in Toilet Sets. 
Fans Repaired. 

Write for Estimates 


HARRY E. DAVIS, 807 Sansom St., Philadelphia 








The 


Protection Ring Guard 


Holds ring secure and comfort- 
able on finger. Made in all col- 
ors. 14K gold. Ik doz. assorted 
on a card. 


Pat. Feb. 20, 1917 
Pat. May 25, 1920 The Lion Safety Pin Clutch Co. rat. rev. 20, 1917 


Method Patented Pat. May 25, 1920 
May 7. 1929 20 West 22nd St., New York Pat. No. 1712276 
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CHICAGO: 


E. Bastheim, of E. Bastheim & Co., 
Los Angeles, spent several days recently 
in Chicago, visiting the markets and 
friends. Mr. Bastheim was _ enroute 
home from New York and the East. 


Linick, Green & Reed, Inc., for many 
years located in the Silversmiths Build- 
ing, recently leased quarters on the 12th 
floor of the Pittsfield Building, where 
they are now located. 

The Manheimer Watch Co., located in 
the Columbus Memorial Building for 
many years, moved to its new spacious 
quarters in the Jewelry Mart, 35 E. 
Wacker Drive, on May. 1. 

Miss Henrietta Woltmann, for several 
years office manager for Henry Klaas 
Co., passed away on May 2. Burial took 
place at her former home, Rock Island, 
Ill. 

Mrs. Rose Swartz, died suddenly at 
her home in Chicago on April 28, at the 
age of 64. Mrs. Swartz was the mother 
of M. J. Swartz and J. Swartz of Swartz 
& Co., 10 S. Wabash Ave. 

Chas. A. Hubbard jewelry and art 
auctioneer with offices 511-112-10 S. 
Wabash Ave., has just recently concluded 
a reduction sale of antique and modern 
jewelry and other merchandise for the 
Victor Bogeart Co., Lexington, Ky. 

Charles Baumrucker, of Jones & Baum- 
rucker Co., recently was elected presi- 
dent of the village of River Forest. Mr. 
Baumrucker is very active in social and 
association work, being president of the 
Credit Jewelers Association of Chicago. 

Adolphe Schwob, Inc., has returned to 
the Heyworth Building. The concern is 
now located in suite 1104. For the past 
four years offices have been at 35 E. 
Wacker Drive. James W. Tice is Chi- 
cago manager. 

The Edgewater Beach shop of Car- 
teaux, Inc., was recently purchased by 
Julian Barnett, son of the late Phil Bar- 
nett, of Barnett & Co. L. Carteaux took 
over the Barnett & Co. bus ness and sold 
out the entire stock and fixtures. 

Nathan Leon has taken over the 3942 
N. Cicero Ave. store of his brother, Irv- 
ing M. Leon, and is now operating as 
the Reliance Jewelers. Irving M. Leon 
is opening a new store at 3312 Milwau- 
kee Ave. 

C. Edgar Pettit, for more than 30 years 
associated with B. A. Ballou & Co., Inc., 
during 20 years of which he was in 
charge of the Chicago office, after two 
years in another line of activity, has 
again accepted the managership of the 
Chicago office of this concern. 

Mrs. Celia Noble, wife of F. H. Noble, 
president of F. H. Noble & Co., 535 W. 
59th St., died on Sunday, April 26 at the 
Noble estate in Libertyville, Ill. Funeral 
services were held Tuesday, April 28 
with burial in the Noble Mausoleum at 
Mt. Hope cemetery, Chicago. 

The Acme Jewelry Corporation re- 
cently purchased the business of the 
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Josephson Jewelry Co. This concern op- 
erated the jewelry sections in seven of 
the Goldblatt stores. Emanuel Maltz is 
one of the principal members of the 
Acme Jewelry Corporation. 


Irving Cohn, Inc., is the name of a 
new concern recently organized by Irving 
Cohn, Nathan Levey and Alfred Ross, 
to conduct a general wholesale business 
in jewelry and allied lines. Space has 
been secured on the fifth floor of the 
Mallers building at 5 S. Wabash Ave. 


Jones & Baumrucker, jewelers, last 
year’s city champions, won the champion- 
ship of Illinois by winning first place in 
the second annual State bowling tourna- 
ment, under the auspices of the IlIlinois 
Women’s Bowling Association, which 
closed recently. Mary Smith and Dor- 
othy McQuade of the Alberti Jewelers’ 
team won the doubles championship. 








The Chicago office of THE JEWEL- 
ERS’ CIRCULAR is now at 367 West 
Adams St. Telephone Randolph 9448. 








A. W. Johanson, who has been in the 
retail jewelry trade for over 50 years, 
has retired from active business. Mr. 
Johanson has been in Chicago for 49 
years, and for the past 40 years was in 
business for himself. For many years 
he was located at 963 Belmont Ave. 
During the summer Mr. and Mrs. Johan- 
son will travel. 


A man was recently arrested by L. D. 
Foreign, police officer stationed in the 
Columbus Memorial Building. The pris- 
oner was picked up while it is alleged 
that he was attempting to pass a bad 
check on a jeweler. It is alleged that he 
victimized many loop stores, including 
several jewelers. He was held for the 
Grand Jury. 

Miner Winston, negro, was recently 
held to the Grand Jury in $5,000 bonds, 
by Judge Edelman. Winston, it is al- 
leged, entered the jewelry store of Brandt 
& Nystrom, north side jewelers, and after 
he left it is reported that a valuable ring 
was missing from the tray. Three 
months after the ring disappeared he was 
again discovered in the jewelry store of 
Jacques Saikin. Brandt & Nystrom were 
immediately notified and Winston was 
apprehended and arrested. 

The Elmer Richards Co., Chicago mail 
order house, recently purchased 14 retail 
units from J. B. Brownstone & Co. With- 
in the last few months the concern has 
opened three stores, making a total of 17. 
The concern aims to have about 50 stores 
within a year. R. M. Friedman will con- 
tinue to buy the jewelry as well as leath- 
er goods and umbrellas for the retail 
stores as he has in the past for the mail 
order house. The New York buying 
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activities will be carried on for the pres- 
ent by Arthur E. Littman, Inc. 

Funeral services were held April 24 
for Francis Alonzo Hardy, founder of 
F. A. Hardy & Co., at Evanston. Mr. 
Hardy passed away at his Pasadena, 
Cal., home on April 21, following a long 
illness. The remains were brought to 
Evanston and following services were 
placed in a vault. As a boy he went to 
work for a wholesale jewelry concern. In 
1879 he came to Chicago and founded 
F. A. Hardy & Co., wholesale optical 
concern. He was a past president of the 
Chicago Jewelers Association. 

Edward Nolan, police character and 
gunman, was tried before Judge Joseph 
Burke in the Criminal Court of Cook 
County on nine counts of robbery. Nolan 
was sentenced to the Reformatory for 
from one to 10 years, having been found 
guilty on all of the counts. This means 
that Nolan with his prior record as a 
gunman will be eligible to be paroled in 
approximately seven years. According 
to Francis V. Healy, of Goldman, Alls- 
house & Healy, attorney for the Good and 
Welfare Committee of the Chicago Jewel- 
ers Association, Nolan escaped prosecu- 
tion on a great majority of his acts. 

Christine Amalia Vognild, 4435 N. 
Fairfield Ave., passed away April 27, 
after an illness of many months. Mrs. 
Vognild, who is the widow of Eric L. 
Vognild, founder of the jewelry business 
at 1564 Milwaukee Ave., was in the early 
80’s. She is survived by her children, 
Louis, Hakon, Mrs. Emma Melum, Mrs. 
Selma Forbes, Mrs. gElvira Denis and 
Mrs. Mabel Hennes. Funeral services 
were held April 30, from Wicker Park 
Evangelical Lutheran Church; inter- 
ment Irving Pk. Boulevard Cemetery. 
Hakon D. Vognild, jeweler of 1564 Mil- 
waukee Ave., is a son, and Harry Forbes, 
Logan Blvd., and Jack Hennes, North 
Ave. jewelers, are sons-in-law. 

Eighty members of the Chicago Jewel- 
ers’ Association were the guests of the 
World’s Fair Exposition recently at a 
luncheon and on a general tour of the 
Fair site. The party left from the Pitts- 
field building in a special bus and was 
received at Burnham Park by staff mem- 
bers of the division of applied science 
and industry of the exhibits department. 
Luncheon was arranged in the trustees’ 
room, where they were addressed by Dr. 
Allen Albert, assistant to President Rufus 
C. Dawes of the Fair. Later, the entire 
party was shown the Diorama and model 
rooms and then taken on a tour of in- 
spection of the grounds, including a trip 
through Old Fort Dearborn and the 
Travel and Transport Building. 


The Phil Seewald Jewelry store at 309 
W. Main St., Hudson, Mich., was recent- 
ly purchased from the estate of Mr. See- 
wald by E. T. Williams and Mrs. Henry 
C. Blanks. It will be operated as the 
Seewald Jewelry Store and managed by 
Mrs. Blanks, assisted by Gale Fennimore. 
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IMPORTANT ANNOUNCEMENT 


V.T.F. MI-EMPS 


NOW 
97.00 PER GROSS 


THIS HAS BEEN MADE 
POSSIBLE BY THE GROWING 
DEMAND FOR 
“THE PERFECT SHAPED WATCHGLASS 


HAMMEL, RIGLANDER - PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U.S.A. 





Written Expressly 
for 

The Jewelers’ Circular 
by 

LESTER B. PRATT 

















HOROLOGICAL QUESTIONNAIRE 








How shall we proceed wheel times the number in the minute wheel, by the 
to determine the number of leaves in a missing cannon product of the number of leaves in the minute pinion 
pinion? times 12. Using the same number of teeth, and leaves 

Answer:—To determine the correct number of leaves as in the preceding problem, we may set in down as a 
or teeth in any missing numbers of the dial train, it simple formula, as follows: 
should be borne in mind that there are but two combina- 
tions which may be used to give 12 revolutions of the Hour Minute Minute Cannon 
cannon pinion to one revolution of the hour wheel. wheel X wheel - pinion = pinion 
These combinations are simply three times four, or twice 40 X 36 10 X 12 12 
six. In other words, the cannon pinion will either give ; ; ; 
three or two revolutions to one of the minute wheel, and In this problem, 40 times 36 equals 1440, this product 


the minute wheel will either give six or four revolutions when divided by the product of 10 times 12, which is one 


to one of the hour wheel. We will assume that the can- 120, gives us a quotient of 12; which is the correct num- 


non pinion is missing. Examination of the other mem- ber of leaves for the missing cannon pinion. 


bers shows that the hour wheel has 40 teeth, the minute 
pinion has 10 leaves and the minute wheel 36 teeth. A 
short consideration of this problem will indicate that the 
minute wheel must revolve four times to carry the hour 


How shall we determine 
the number of teeth in a missing hour wheel ? 


wheel around once, consequently the cannon pinion must Answer :—Assuming that an hour wheel has been lost, 
revolve three times to carry the minute wheel once. Now, our first consideration will be to count the teeth and 
if we divide the number of teeth in the minute wheel leaves in the remaining members of the dial train. We 
(which in the case is 36), by three, we will obtain 12, will assume that the cannon pinion has 14 leaves, the 
which is the correct number of leaves for the missing minute wheel 42 teeth and the minute pinion 12 leaves. 
cannon pinion. It follows that it will require three revolutions of the 

Another formula for finding the correct number of cannon pinion for one of the minute wheel, consequently 
leaves for the missing cannon pinion is as follows: Di- the minute wheel must revolve four time for one revolu- 
vide the product of the number of teeth in the hour tion of the hour wheel. ‘The minute pinion having 
THE JEWELERS’ CIRCULAR 133 


for June, 1931 















THE JEWELERS’ CIRCULAR June, 1931 


LEES & SANDERS. 


A customer writes: “In regard to our deal- 
ings with your firm we have always had the 
fairest” treatment and are always glad to 
recommend you.” 


SWEEP SMELTERS. 


BIRMINGHAMI,ENG. 














| | | FRANCO AMERICAN 
PRECIOUS METALS CORPORATION 


REFINERS DEALERS 


PLATINUM 


and 





PLATINUM ALLOYS 


FOR THE TRADE 


General Offices: 
62 West Forty-Seventh Street, New York 
—_— = eee Works: Newark, N. J. 
em! =| eel 
PORE IE A RAE: IT I 
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twelve leaves, the hour wheel must have four times that 
number, which is 48 teeth. 

Let us consider another method of finding the number 
of teeth for the missing hour wheel. We will assume 
that the numbers of the remaining members of the dial 
train are the same as in the preceding example. We will 
multiply the number of leaves in the cannon pinion, which 
is 14, by the number of leaves in the minute pinion, 
which is 12. This gives us a product of 168. We will 
multiply 168 by 12, which gives us a product of 2016. 
Then we will divide the product 2016 by the number of 
teeth in the minute wheel, which is 42. The quotient will 
be 48, which will represent the number of teeth for the 
missing hour wheel. 

We may set this down as a simple formula, as follows: 


Cannon Minute x 12 - Minute Hour 
( pinion pinion ~~ wheel ) = wheel 
14¢ x 12 x 12 + 42 48 


How shall we proceed 


to determine the number of teeth and leaves in a missing 
minute wheel and pinion? 


Answer:—Assuming that the minute wheel and pinion 
are missing; that the cannon pinion has 12 leaves and the 
hour wheel forty teeth. As the cannon pinion must re- 
volve 12 times for one revolution of the hour wheel, we 
will multiply its leaves by 12, which gives us 144. We 
have seen that the cannon pinion must give either two or 
three revolutions for one of the minute wheel. Let us 
assume that it gives but two. If we divide 144 by twice 
12 (24) we will obtain a quotient of six, but we find 
that the number of teeth in the hour wheel (40) is not 
divisible by six without a remainder, therefore, this can- 
not be the correct number. Now, by dividing 144 by 
three times the leaves in the cannon pinion (36) we will 
obtain a quotient of four, by which the number of teeth 
in the hour wheel (40) is divisible without a remainder. 
We may observe from this that the minute wheel must 
revolve three times for one revolution of the hour 
wheel; thus we have determined that this combination is 
three times four, three times the teeth in the cannon 
pinion (36) for the minute wheel and one-fourth the 
teeth in the hour wheel (10) for the minute pinion. 

We may set this down as a simple formula as follows: 


Cannon pinion X 3 = Minute wheel 


12 xXx3= 36 
Hour wheel ~~ 4 = Minute pinion 
40 —-4= 10 


This formula is commonly spoken of as the three by 
four rule, and once the idea is understood, it is a very 
simple rule to remember. It is well for the watchmaker 
to keep this particular rule in mind, as the minute wheel 
and the pinion are more often lost than any member of 
the dial train, and it is a great advantage to be abie to 
quickly figure the required numbers, especially if they be 
for discontinued or foreign movements. 


Wen we replace the missing 
wheels or pinions, how may we determine if the depthing 
is correct ? 


Answer:—It is highly important that correct depthing 
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IT Keeps Dangerous 
Polishing Dust 
Out of Your i 














LEIMAN BROS. 


PATENTED 


POLISHING 
DUST COLLECTOR 


Jewelers, Dentists, Metal-Workers and Artisans 
need no longer jeopardize their health by inhaling 
dangerous polishing dust. 

A clean shop is not only possible but is an actual 
fact in thousands of Leiman Bros. equipped shops 
all over the country. 

In these shops the dirt and dust which formerly 
flew into the face of the operator are now drawn 
away by the powerful suction of the Leiman Bros. 
Polishing Dust Collector. 

Valuable metal dust is also saved by this po 
dust collector and may be easily reclaimed. Often 
this item alone pays for a Leiman Bros. Polishing 
Dust Collector. 

These machines are strongly constructed and capa- 
ble of a lifetime of service. They combine both the 
wet and dry system of dust collecting. 

They operate noiselessly and are annndle adapted 
for office buildings, stores, offices, homes—or w 
ever a noisy machine would not be tolerated. 

Write today for complete information and price. 


LEIMAN BROS. Inc. 
151 Christie St., Newark, N. J. 


New York Corporation: 23 Walker Street 
MAKERS ..OF ..COOD.. MACHINERY ..FOR..40 YEARS 
Foreign Export Inquiries Solicited 

















THE JEWELERS’ 








CIRCULAR June, 1931 




















4 GENERATIONS 
of Honest Trading 
YOUR GUARANTEE 























Send in your Old Gold, Silver, 
Platinum, Filled Cases and Opti- 
cal Frames. 


By Return Mail you will get our 
check. 


Full value guaranteed whether 
your lot is small or large. 


If not entirely satisfied with our 
offer your shipment will be re- 
turned. 


A Trial Will Convince You 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 
- 78 Bowery, New York, N. Y. 





























GET MORE MONEY 
WE PAY 100% 













For your old gold, silver, plati- 
num, old filled jewelry, watch- 
cases, optical frames, filings, 
polishings, sweepings, etc. 








We recover all the precious 
metals. 







GET CASH 


We keep your shipment intact 
until our payment is approved. 


S. Neubarth 


NATIONAL PRECIOUS METAL CO. 


Assayers, Smelters and Refiners 


28 JOHN STREET NEW YORK CITY 






















BECAUSE you save and earn cash. 
BECAUSE of scientific refining methods, 


as nearly perfect as they can be... 
coupled with the lowest possible cost 
consistent with accurate work. 


BECAUSE during the past 19 years our 
methods have been approved as evi- 
denced by the large and growing business 
it is building up for us. 


BECAUSE Hoover has a record of sound 


business practices and fair dealing. 


BECAUSE after all, “It’s the Amount 
of the Check that Counts.” 


Send us your present accumula- 


ti 


fi 


H 


119 West Tupper St., BUFFALO, N. Y. 


GOL 


Why Send Refining to WG 


Hoover? 



















on of sweeps, sink settlings, 
lings, etc. 





be 


oover & Strong, Inc. 


DEN RULE REFINERS AND MANUFACTURERS SINCE 1912 





OLD JEWELRY 


ACCURATELY 
REFINED 


SEND your old jewelry, 
sweepings and polishings to 
us. We recover the platinum 
and palladium as well as the 
gold and silver. Our prompt 
check covers the allowance 
of ALL the precious metals in 
your scrap. 











sPYCO * 


S 


51 So. Third Street MINNEAPOLIS, MINN. 





MELTING & REFINING CO. 
































is obtained if we expect a dependable rate from any move- 
ment. ‘This applies not only when replacing missing 
wheels or pinions, but all movements should be thorough- 
ly examined to determine if the depthing is correct, as it 
is a fact that many cases of stoppage or poor motion are 
directly attributable to incorrect depthing. To examine 
the depthing, the proper way to locate the trouble is to 
carefully lift out the balance and pallets. Then, begin- 
ning at the escape wheel, try each wheel until it is de- 
termined just where the power ceases. In some cases 
the defective depthing is not serious enough to stop the 
movement, but is apparent by the variation in the motion 
of the balance. Such cases are the most difficult to locate 
and often require considerable time to locate the trouble. 
It is a good idea to determine first, whether each wheel 
individually is free in its bearings, and they should all be 
tried separately to ascertain if this is the case. If they 
are all found to be free, then we may assume that the 
difficulty is actually in the depthing. Another good plan 
is to try two wheels together with the plates secured in 
position. Then the two wheels.may be caused to spin 
and as they have no contact with the other wheels, any 
defect in the depthing will be quickly apparent by an un- 
even motion of the two wheels and often by actual stop- 
page at the seat of the trouble. Having actually located 
the trouble, our next step will be to examine the teeth 
and leaves at the exact point of stoppage. If the leaves 
of the pinion appear to be in good condition, then we 
may safely assume that the trouble lies in the wheel. In 
this case there are three ways in which we may correct 
the trouble; if the movement is of standard make, we may 
order a new wheel; we may use a rounding-up tool and 
recut the teeth a slight amount to true the wheel; or we 
may make a complete new wheel of correct proportions. 


Assuming that we wish 
to determine the correct number of leaves for a missing 
fourth pinion, how shall we proceed with such a problem? 


Answer. In determining the correct number of leaves 
for the fourth pinion, we shall employ a method which 
will differ slightly from the preceding formulae. In this 
case, we will multiply the number of teeth in the center 
wheel by the number of teeth in the third wheel. Then 
we will divide this product by the product of the number 
of leaves in the third pinion multiplied by 60. The 
quotient will represent the correct number of leaves in 
the fourth pinion. This problem, also, will be more fully 
understood if we put it down as a simple formula, as 
follows: 


Center Third Third Fourth 
Wheel Wheel Pinion Pinion 
(80 < 75) ~~ (10x60) = #10 


In this formula we multiply the center wheel of 80 
teeth by the third wheel of 75 teeth, which gives us a 
product of 6000. Then, we multiply the third pinion of 
ten leaves by 60, which gives us a product of 600. Next, 
we divide the product of the center wheel and the third 
wheel, by the product of the third pinion and 60, which 
is 6000 divided by 600 equaling 10. This quotient rep- 
resents the correct number of leaves which the missing 
fourth pinion should contain. 
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Johnson, 


Matthey & Co. 


INCORPORATED 


offer their new line of 


Trade Mark 





WEDDING 
RINGS 





BLANKS 


Plain, Channeled, Azured 
and Engraved 


in 


“Guaranteed” Platinum 
and Iridium Platinum 


Please ask to see our selection 


15 West 47th Street 
New York City 


Telephone BRyant 9-4645 
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| 
—Refiners 


OF 


Precious 


Metals 
Gold, Silver 


AND — 
Platinum 





Ls 
HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 


mace: 


> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 
Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 


dependable service and your entire satisfaction with 
each job. 


P SILVERWARE € 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 
10 S. WABASH AVE., CHICAGO 




















BUY AMERICAN MADE 
WATCH AND CLOCK OIL 


NYE’S OIL 


For fifty years the standard lubricant 
for watches and clocks 


ORDER FROM YOUR JOBBER 








SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches. scarf 
pins, etc., 10K Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 

















A NEW HOTEL IN THE 
HEART OF NEW YORK’S 
JEWELRY CENTER 


HOTEL PLYMOUTH 


49th St.—just East of Broadway, New York 





Every Room with Private Bath, Shower, Circulating 
Ice Water AND RADIO 


Single from .$72 .50 Double from $3.50 


H. G. YURDIN, Managing Director FREE GARAGE 








Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 
NEW YORK 


44 GOLD STREET 




















Ideal for the repair bench. Fine for 
white gold, silver, platinum, novelties, 
etc. Soldering can be done close to 
the stone. 

Ask for circular J.C. 


Hokle | U . 8 be Albany Street 
| O \e nc. New York City 



























How can we produce 
that beautiful flat polish found on the top cap and plate 
jewels of high grade Waltham and Hamilton watches? 

How can one polish the inclined plane after a cap 
jewel has been stripped with the stripping sapphire tool? 
I find that the sapphire stripper does not leave the same 
polish as found on the jewels of the high grade factory 
made product. 


Describe the way to polish the side curve on plate as 
well as on cap jewels leaving the corners sharp. 


Would like to know the method used in factories. 
(Question No. 4807).—J.P. 


Answer:—To produce the beautiful flat polish found 
on the face of the cap and plate jewels you will have to 
use a fine jasper stone or agate. The secret of fine finish 
on these jewels is to have a jasper or agate finely ground. 
In using this stone for laping jewel surfaces you simply 
moisten the stone with a little benzine, then wrap a clean 
cloth around the end of your finger, place the jewel on 
the stone and give a few short circular motions. The 
whole secret is to have the stone ground to the proper 
fineness to produce the desired surface. Special houses 
surely can furnish such stones, but if you have any diffi- 
culty whatever we would suggest that you take this matter 
up with a good lapidary. 

In regard to polishing the inclined plane or, in other 
words, the beveled surface of these jewels, we would ad- 
vise that this work is always done with a sapphire strip- 
ping tool. If your stripper does not produce an absolute- 
ly perfect surface it is a sure indication that the sapphire 
is not properly polished. ‘To polish the sapphire stripper 
properly for such work it should be ground smooth on a 
copper lap that is charged with No. 2 diamond powder. 
The polish on a sapphire stripper is obtained with No. 4 
diamond powder on a box-wood lap and if this does not 
produce the proper finish then use No. 5 powder on a 
clean box-wood lap. This method of finishing a sapphire 
stripper has been fully described in The Horological Ques- 
tionnaire at various times, and if you have any difficulty 
whatever in obtaining the finish we would suggest that 
you have a lapidary refinish the tool for you. You can 
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rest assured that this is the method of finishing jewels that 
is applied by all of the watch factories. 


Wi you tell me 


what to use in running gold? I melt it up but it just 
balls up on me and I can’t run it in molds. 

Also, what do you use to separate the gold from the 
alloys? (Question 4808.)—A. M. C. 


Answer:—You must use a suitable flux. In order to 
melt your gold properly there is nothing better than plain 
borax either to use in a crucible or on a piece of charcoal. 
Plenty of borax will make your gold melt up thoroughly 
and cast properly providing you have clean gold. As to 
your second paragraph your gold would have to be re- 
fined and this is too big an operation to consider in a 
short article. 


epniving quadruple plate. 
Will you kindly tell me if there is any way to mend arti- 
cles that are quadruple plate. I have several pieces here 
that need to be soldered but know of no way to do this. 


Any information will be appreciated. (Question No. 
4809).—S. V. 


Answer:—Articles of quadruple plate may be made of 
white metal or nickel silver base metal. Quadruple plate 
is actually an obsolete term and does not mean anything 
definite as various modern plate conditions are concerned. 
Assuming that your article is white metal, Britannia or 
pewter the method followed would be the same in all 
cases. You simply clean the joint thoroughly with a 
knife by scraping or with a file. The chief requirement 
is to get the joint absolutely clean. Then apply solder- 
ing paste and with a moderately hot soldering iron you 
can repair the parts where they are broken. Small holes 
can be filled with solder, leaving a surface which can be 
scraped or filed down smooth. Such repairs can then be 
smoothed with emery paper, but if a fine job is required 
they can be brushed with moist pumice stone powder and 
muslin buff. If a first class job is required it would be 
best to silver plate the articles. 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 10th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


Situations Wanted. 


Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





RETAIL SALESMAN, experienced, seeks 
position. Address “F., 5925,” care 
Jewelers’ Circular. 


iF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., So. Wabash Ave., 
Chicago, Ill. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 
7392, New York. 


YOUNG MAN, South Carolinian, high 
school graduate, age 21, 3% years at 
bench under watchmaker. 
dress “A., 5466,”’ care Jewelers’ Circular. 


WATCHMAKER, thorough mechanic, 
neat, desires place in first class store. 
—— “D., 5751,”’ care Jewelers’ Cir- 
cular. 


CERTIFIED WATCHMAKER, engraver, 
18 years’ experience; single, age 36; sal- 
ary $40. Address ‘“H., 5946,’ care 
Jewelers’ Circular. 




















ENGRAVER, 16 years’ experience, wants 
steady position; can also wait on trade. 
Address “Y., 5900,” care Jewelers’ Cir- 
cular. 





ENGRAVER, young man with six years’ 
experience in job work, wants position 
in East. Address “V., 5873,” care 
Jewelers’ Circular. 


EXPERT WATCHMAKER, good estima- 
tor, 15 years’ experience, age 33; best 
reference. Wire or write P. O. Box 
465, Jellico, Tenn. 


ASSISTANT WATCHMAKER, good 
jeweler, able to wait on trade; good 
references, Address “H., 6011,’ care 
Jewelers’ Circular. 


YOUNG MAN, 24, desires position with 
reputable manufacturing or retail jewel- 
ry concern; five years’ experience; 
best references. Address ‘“‘B., 5373,’ 
care Jewelers’ Circular. 














YOUNG MAN, 25, nine years’ experience 
diamonds, wishes position diamond con- 
cern; best references. Address “P., 
5965,” care Jewelers’ Circular. 


BRACELET WATCHMAKER, middle 
age, go anywhere; wife only; bench 
trained; present employer will explain. 
Write Johnie Gillespie, 1508 S. Mint St., 
Charlotte, N. C. 


ALL AROUND MAN, engraver, salesman, 
jewelry and clock repairer, 16 years’ 
experience, wants steady position; best 
of references. Address ‘‘X., 5899,’’ care 
Jewelers’ Circular. 


WATCHMAKER, some jewelry repairing, 
17 years’ experience on all sizes cyl- 
inder and anchor watches, wants per- 
manent position. John Cuanillon, 992 
Tiffany St., New York. 


WATCHMAKER, married, middle age, 
wife only, go anywhere; trained at 
bench; present employer will explain 
fully; bracelet watch specialist. W. L. 
Etheridge, Houma, La. 

















WATCHMAKER, 27, first class work on 
all grades of watches, clock and jewelry 
repairing; capable of waiting on trade; 
will go anywhere; references. R. N. 
Burckhardt, Lancaster, Wis. 


WATCH AND CLOCK REPAIRER de- 
sires permanent position: young man; 
ten years’ experience; references upon 
request. Address “A., 5884,’ care 
Jewelers’ Circular. 








Don’t delay—select your salesman 
and put him to work NOW. It will pay. 





A-1 WATCHMAKER, plain engraver and 
jewelry repairman; age 50 years; 30 
years’ experience; best of references. 
= “Q., 5866,” care Jewelers’ Cir- 
cular. 


A JEWELER of 15 years’ experience, 
jobbing and factory, on school jewelry ; 
ean furnish first class references. Ad- 
pe “W., 5874,” care Jewelers’ Cir- 
cular. 


DESIGNER of fine quality diamond 
platinum jewelry, desires a_ position 
with an established concern; best ref- 
erences. Address “W., 5879,” care 
Jewelers’ Circular. 











TOOL MAKER, first class on jewelry tools 
and dies, seeks connection with reliable 
manufacturer; moderate salary; East 
preferred. Address “F., 5854,” care 
Jewelers’ Circular. 





SWISS WATCHMAKER, 20 years’ ex- 
perience, specialist wrist watches and 
railroad, American as well; could go 
anywhere; small salary. Address 2534 
Cortez St., Chicago, Ill. 





AVAILABLE AT ONCE, very capable, 
young, jewelry man; excellent refer- 
ences; manager or assistant; go any- 
where. Write Frank Fesler, 5969 
Northfield, Detroit, Mich. 





WANTED, POSITION in college town; 
watch, clock, jewelry repairer, plain en- 
graver, now employed; 17 years here; 
married; 42 years old; best references. 
8 Jones St., Malone, N. Y. 





POSITION WANTED by A-1 watchmaker 
who can do engraving, stone setting, 
jewelry repairing, and good salesman; 
best reference; $40 to start. Address 
“G., 5855,’’ care Jewelers’ Circular. 





WATCHMAKER, first class mechanic, 30 
years’ experience on high grade watches, 
bracelet and complicated watches. Ad- 
— “G., 5926,” care Jewelers’ Cir- 
cular. 


WATCHMAKER, ENGRAVER, age 38, 
20 years’ experience, wishes perma- 
nent position with reliable store. 
Chas. W. Hale, Danielson, Conn. 


SALESMAN, 15 years’ experience in clock 
line; following in New England, New 
York City and New York State; best 
reference. Address “Q., 5922,” care 
Jewelers’ Circular. 











FIRST CLASS WATCHMAKER and plain 
engraver, desires position; best of. ref- 
erences; married; 15 years’ experience 
in first class_ stores. Address “G., 
5904,” care Jewelers’ Circular. 


JEWELER, ENGRAVER and setter, 14 
years’ experience; A-1 workman, young, 
neat and of good habits; American; ex- 
cellent reference. Address ‘Jeweler,’ 
1334 Marshell St., Benwood, W. Va. 


A-1 WATCHMAKER on all sizes, desires 
steady position anywhere in New Eng- 
land; 17 years’ experience; best refer- 
ences; speaks French and English. Ad- 
dress “N., 5917,’ care Jewelers’ Circular. 











JEWELER with long experience specializ- 
ing in all kinds of watch cases, new and 
repairs, wants position, store preferred, 
New York or out of town. Address “P., 
5920,” care Jewelers’ Circular. 


YOUNG MAN, thoroughly experienced, 
retail, pawnbroking, experienced sales- 
man and appraiser; finest references. 
aes “E., 6006,’ care Jewelers’ Cir- 
cular. 


RESPONSIBLE YOUNG MAN with gen- 
eral experience in the costume jewelry 
line desires position with reputable 
New York concern. Address ‘‘R., 6020,” 
care Jewelers’ Circular. 


WATCHMAKER, ENGRAVER, 17 years’ 
experience, American, desires position 
with up-to-date concern; sales ability; 
best of references. Address “J., 6015,’ 
care Jewelers’ Creular. 














DESIGNER, 28, experienced in the better 
line of jewelry; original, up-to-date 
ideas; desires position; A-1 references, 
~~ oa “Q., 5966,’”’ care Jewelers’ Cir- 
cular. 


FIRST CLASS WATCHMAKER, A-1 
mechanic, 20 years of experience, de- 
sires permanent position; go anywhere. 
oe **O., 5985," care Jewelers’ Cir- 
cular. 


FIRST CLASS WATCHMAKER desires 
position at once; good mechanic and 
all-round man; reasonable salary. Ad- 
— “F., 5974,’ care Jewelers’ Cir- 
cular, 











HIGH GRADE WATCHMAKER, Swiss 
or American; fine work; good appear- 
ance; percentage basis or salary; refer- 
— E. Hyatt, 207 W. 85th St., New 

ork. 





SALESMAN, extensive following jobbers 
and retailers, Middle West, South and 
Pacific Coast, desires connection. 
Alexander, 24 Bennett Ave., New York. 





YOUNG MAN, 25, thorough knowledge 
jewelry business, wishes position, dia- 
mond or jewelry house; finest of refer- 
ences. Address “O., 5964,’’ care 
Jewelers’ Circular. 





ENGRAVER, first class, on steel dies, 
hubs for fraternity, class pins, rings 
and medals; best references and sample 
on request. H. Kramer, 4449 North 
Central Park, Chicago, II. 





HIGH GRADE WATCHMAKER, 30 
years’ experience, fine on Swiss, Amer- 
ican and complicated watches; only 
high grade jewelers considered; $50 per 
week. 2204 1st Avenue, Altoona, Pa. 





ACCOUNTING AND PART-TIME book- 
keeping position; college graduate; ex- 
perience for the past five years in 
jewelry trade; reference. Address “B., 
6029,” care Jewelers’ Circular. 





BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ experience jewelry line; 
thorough knowledge all detail work; 
capable taking charge; references. Ad- 
_— “R., 5737," care Jewelers’ Circu- 
lar. 





SALESMAN, experienced selling watch 
cases to wholesale trade; following 
New York City and East; would con- 
sider watch line to retail trade. Ad- 
— “E., 5765,°° care Jewelers’ Cir- 
cular. 





SALESMAN desires new connection with 
reliable manufacturer; 15 years’ expe- 
rience selling the wholesale trade in 
Eastern territory with prominent lines; 
unquestionable references. Address 
“W., 5741," care Jewelers’ Circular. 





